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IS IT PROBABLE? 


It has been suggested to us by large advertisers from time to time, and oc- 
casionally by a publisher of a conspicuous newspaper, that to add to our busi- 
ness as publishers of the American Newspaper Directory a department that 
would deal with newspaper circulations, precisely as the mercantile agencies 
do with commercial credits, the service would be a valuable one for which 
subscribers would be willing to pay an adequate price. The American News- 
paper Directory of to-day renders to an advertiser about the same service 
concerning newspaper circulations that the Dun or Bradstreet Reference 
Books do to the merchant in matters of mercantile credit; but the mercantile 
agencies perform a further service for their customers by holding themselves 
at all times prepared to give out latest informatiog up to date, the same being 
conveyed under the seal of confidence. For such service the mercantile 
agencies demand compensation varying from $25 to $2,500 per year, and in 
some instances even more than the larger sum, there being examples of mer- 
cantile houses who pay as much as $5,000 a year to each of the agencies for 
such service, beside conducting pretty complete credit bureaus of their own. 

The publication of the American Newspaper Directory is not now suf- 
ficiently profitable to warrant continuance as a business enterprise, and it will 
not be continued on present lines after the issue for 1897. Since its publishers 
adopted the plan of guaranteeing the accuracy of newspaper circulations, when 
based on a publisher’s statement, and paying a reward for every case where a 
publisher is proved to have furnished an untruthful circulation report, there 
has been a marked tendency among leading newspapers and associations of 
publishers not only to refrain from patronizing the advertising pages of the 
Directory, but to discourage others from doing so by entering into compacts 
binding the associated members to withhold patronage and countenance. It 
is true of the Directory, as of many newspapers, that without advertisements 
its publication cannot be profitably sustained. 

I'he object of publishing this statement at this time is to direct attention 
to the subject and bring out an expression of views. Is there a field for such 
an enterprise as is outlined here? Are there advertisers enough, or publishers 
enough, who would be interested to the extent of a subscription of from $100 
to $250 a year for a special service and written reports up to date whenever 
called for ? 

A sufficient number would mean not less than one hundred. 

Are there so many ? 

Probably not ? 

Communications on the subject are invited. 


eco? 


DECEMBER IOTH, 1896. No. 10 Spruce St., New York, 
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The Country People 


Have the means as well 
as the disposition to buy. 


All they require is‘the invitation, and the assurance of 
obtaining full value received. 

The local weekly enjoys their confidence, and enjoying it, 
those goods advertised in its columns command their attention 
and respect. 

To get at the country people it is absolutely necessary to 
use the local paper. It is part of their home life. 

Think of one-sixth of all the country readers of the United 
States being reached every week by one medium! 

That medium is the Atlantic Coast Lists’ combination of 
1,600 local country papers. 


One order, one electro does the business. 
Catalogue for the asking. 


ATLANTIC COAST LISTS, 
134 Leonard Street, New York. 
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THE CITY PAPERS. 


[With apologies to Miss Ella Bentley, author of ‘‘The Country Paper,” in 


PRINTERS’ INK, December 2. ] 


In every street and alley, in avenue and square, 

The hustling boys are yelling their papers everywhere ; 

Their cries from early morning till lamps are long aglow 

Are heard from distant Harlem to the Battery below. 

They sell the morning papers, and when from them they’re free 
Shout ‘‘six o’clock editions’’ that are out soon after three ! 

And the mighty throngs of people out their humble pennies fork 
To buy the many papers that are published in New York! 


Afar off in the country, where the village people seek 

The solace of a newspaper as oft as once a week, 

There the editor, in moments of great inspiration, writes : 
‘*Tom Brown has bought a stable on Salmagundi Heights,” 
Or ‘‘ Lizzie Jones is visiting her cousin in this town,” 

Or ‘‘Sam Cooper’s brindled heifer with rinderpest is down ;’’ 
Such weighty information in the country causes talk, 

But it couldn’t get a corner in the papers of New York. 


Here every anxious editor is hungry for a ‘‘ beat,” 

And strives with information to be “‘ first upon the street.” 

And by telegraph and cable comes the world’s most recent news, 
Which in thirty minutes later all the people can peruse ! 

Here is everlasting hustle ; here is hurry, haste and rush ; 

But it goes to show the value of such energy and push, 

For no city on this planet, from Jerusalem to Cork, 

Can produce a publication like the dailies of New York ! 


And the mighty circulations—such an advertising power— 
Reaching Gotham’s teeming thousands from the dawn to evening hour ! 
Not a hundred country papers could be matched with one of these 

For disseminating knowledge with rapidity and ease ! 

True, the rural publication with a warm approval meets, 

But they’re pigmies unto giants when compared with city sheets. 

They may please the country people who about them proudly talk, 

But they’re not a circumstance beside the papers of New York ! 





— 
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ADVERTISING FELT FOOTWEAR. 


THE ADVERTISING EXPERT OF D. 
GREEN & CO. TELLS HOW THE TRADE 
HAS GROWN—THE US" OF TRADE 
PAPERS AND THE MAGAZINES. 


When I called at the office of the 
New York makers of the Alfred Dolge 
Slipper, Daniel Green & Co., I saw 
Mr. P. O. Bauer, who is in active 
charge of thestore. After a few min- 
utes’ conversation I found that I was 
talking with a man who was not only 
very familiar with all the details and 
the practical side of the shoe business, 
but extremely well posted on the ins 
and outs of advertising. 

‘<T have been in tke business,” said 
Mr. Bauer, ‘‘ for about twenty years. 
In fact, I have grown up in it ; have 
gone through all the different posi- 
tions, and worked my way up from 
office boy. All this experience,” con- 
tinued Mr. Bauer, ‘‘ has been invalu- 
able to me. No man who hopes to 
make a success of this business can get 
along without it. It was my knowl- 
edge of the shoe business that gave 
me my first start some years ago, when I 
was in Chicago. I began writing adver- 
tisements for one dealer, and in a short 
time I had most of the principal shoe 
houses in the cityon my list. Withina 
year nine adwriters had entered the 
field, but not one made much of a suc- 
cess. The reason was they did not 
know the practical wants of the busi- 
ness. Besides, I paid particular atten- 
tion to arranging the goods, etc.”’ 

‘* When did you take charge of the 
felt slipper and shoe advertising ?’’ 

‘*T came here when Mr. Richards 
left, about a year and a half ago. 
Since then I have been pushing the 
advertising end, and the results have 
been very satisfactory.” 

“Do not felt shoes and slippers 
need to be advertised somewhat dif- 
ferently than those made of leather?” 

‘*VYes, somewhat. At the outset it 
was necessary to have people know the 
advantages of felt footwear. Whenthe 
company first began in 1885 felt slippers 
and shoes were a comparatively new 
thing in the market here. The shoe 
dealers kept in stock the German felt 
shoes, which were clumsy and not well 
made. Very few pairs are imported 
now from Germany. At present there 
are several concerns making and selling 
felt footwear, and the shoe stores are 
well supplied. But the bulk of the 
trade in these goods has grown up since 





the Dolge Company began to adver- 
tise.” 

**Do you attribute that to the ad- 
vertising ?” 

‘* In part to the advertising. There 
is no doubt that our advertising has 
been an important factor in the trade. 
{t has been the means of showing peo- 
ple all over the country what felt foot- 
wear is, and those who have once tried 
it usually help to advertise the goods. 
The good word of one person will 
often lead to a great many sales.’’ 

‘* Of course many kinds of advertis- 
ing have been tried ?”’ 

‘* Yes; during the first two or three 
years many mediums were used at one 
time or another, The advertising was 
more or less experimental. The field 
was a new one, and had to be explored. 
Among other mediums, a monthly il- 
lustrated publication called Footprints 
was issued, in 1893-94. It was an ex- 
pensive luxury and never paid. As we 
have had to do a great deal of explain- 
ing about felt footwear, we have dis- 
tributed many thousands of booklets. 
These have all been well printed and 
neatly gotten up. We know they have 
paid. In our advertisements,” said 
Mr. Bauer, as he handed me some 
samples, ‘‘you will see that we offer 
to send our revised edition of ‘On a 
Felt Footing.’ The numerous calls 
and inquiries for this little book seem 
to show that it is wanted.” 

‘*How much money do you spend 
for space in the various publications?” 

‘* About twenty thousand dollars a 
year.” 

‘* Where does all this money go?”’ 

‘* Almost entirely to the magazines 
and trade papers.’’ 

‘* Why not in the daily papers?” 

‘* Because they have not repaid us 
sufficiently.” 

‘*Why not in the weeklies ?’’ 

‘*For the same reason. We have 
also tried the weeklies in country 
towns and villages, but we did not see 
that they paid us in proportion to the 
money expended.” 

‘*Then you find that the trade pa- 
pers and the magazines ‘ 

‘* We find,” interrupted Mr. Bauer, 
‘*that they work very well together 
for our business. It would prébably 
be different for a different line of goods. 
The trade papers keep us in touch 
with the jobbers and dealers. The 
magazines keep us before the people, 
who do the buying.” 

‘* Which have been the most prof- 














itable—the trade papers or the maga- 
zines ?”” 

‘*That is not an easy question to 
decide offhand. Both mediums. prove 
profitable for our advertising in their 
separate fields. But there is often a 
great difference in the value of papers 
in the same class. Some trade papers 
give twice as good returns as others.” 

‘What trade papers do you find 
bringing good results? ’ 

‘* Well, to mention two, there is the 
Boot and Shoe Lecorder, of Boston, and 
Boots and Shoes, of New York. An 
ad that goes into these papers will 
bring the most replies.” 

‘* What about the returns from mag- 
azines?” 

‘*Several of the popular magazines 
seem to be more profitable for us than 
those of the higher class. We have 


had the best returns from A/cCluse’s - 


and the Cosmopollian. Last winter 
one of our ads in these two magazines 
brought as many replies as from all 
the others.” 

‘*T suppose your advertising must 
change at certain times of the year?’ 

‘* Yes ; we must adapt our advertise- 
ments to the season. It would hardly 
pay to advertise one of our heavy win- 
ter shoes in summer, or a light shoe in 
wister.” 

‘*What else do you think to say 
about your advertising ?’’ 

‘* Nothing, except the object of our 
advertising is to have people buy the 
Dolge felt footwear in preference to 
any other make. We turn out the 
finest kind of goods, and when people 
know of this fact, either by advertis- 
ing or trial, they will insist on having 
only our footwear of the dealers.” 

L. J. VANCE. 


IN THE YEAR 1816. 

Advertising at this period, and for fully 
fifty years after, was practiced on a very 
different basis from that of the present time. 
Merchants, packet agents, etc., then adver- 
tised by the year for forty dollars, and they 
could have as many advertisements as they 
thought proper. bie d did not occupy the 
space that is required by many at this time. 
as they did not resort to ad captandum an 
displayed headings and matter.—Haswell’s 
Reminiscences of N.Y. 


+o 
THE SPHINX CLUB, 
Mysterious image, reared = 4 cunning hands, 
Long years ago on Egypt’s burning sands, 
Thy name we borrow, knowing it will be 
Fit emblem of our own deep mystery. 





Our lips, like thine, are sealed; no tales are 
to 

Of what the ear doth hear, the eye behold. 

All things we do are sacred, no man thinks 

Of laying bare the secrets of our see 
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HOW RETURNS COME. 


A New England advertiser inserted a 
ten-line advertisement in two monthly 
papers of presumably large issue. It 
asked ladies who were bothered by 
superfluous hair to write for a sample 
of a new depilatory. Here is the 
schedule of replies : 
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The replies received during the 
month in which the ad appeared were 
about 9 per cent of the total. About 
65 per cent of total replies came the 
month after insertion. About 16 per 
cent came the second month after in- 
sertion. About 6 per cent came the 
third month after insertion, and 4 per 
cent came still later. But this isn’t all. 
It is estimated that the advertisement 
will bring at least 50 more replies. 
This record tends to show inexperi- 
enced advertisers that they must not 
expect the entire results from their 
announcements to come too soon, 





THIs 


dainty 
drawing both letters and background 
b 


effect is secured by 


y hand. It is possible, however, to 
secure an effect almost identical by 
having such a background drawn and 
impressing ordinary letters upon it. 





THE SPECIAL EDITION. 


A form of ‘‘ journalistic enterprise ’’ 
that is generally unprofitable and un- 
satisfactory to both advertisers and 
publishers is the ‘‘ special edition.” 

Im its beginning the ‘‘ special edi- 
tion” was legitimate. The publishers 
of a paper of whose success and ex- 
cellence they had a right to be proud 
issued a ‘‘special edition” by way of 
appropriately celebrating some impor- 
tant event or anniversary of tne news- 
paper. Business considerations had only 
a very secondary place. The occasion 
was, after a fashion, a family celebra- 
tion of a family festival. The adver- 
tisers naturally took a certain pride in 
being worthily represented in ‘the 
‘*special edition.” Subscribers bought 
extra copies, a copy to keep as a 
souvenir, a copy or two to send away., 
The ‘‘special edition’’ was a feather 
in the cap of the newspaper, spread 
its fame abroad, and was apt, without 
any special effort of the publishers, to 
enhance the prosperity it celebrated. 
The publishers of other newspapers 
who noted this were eager to secure 
for themselves the advantages to be 
gained by a ‘‘special edition,’’ sought 
about for an excuse for issuing a 
‘*special edition,’’ and if they could 
not find one made one. Their motive 
was purely commercial. Their pre- 
occupation was not to make the ‘‘special 
edition’’ a credit to the paper, but to 
make it pay. The only work put into 
it that was not perfunctory was the 
work of the advertising solicitors. So 
the ‘*special edition” degraded into 
a device for making a few extra dol- 
lars by securing for one day a little 
more advertising patronage than a pa- 
per could ordinarily attract. 

When the ‘‘special edition” finally 
appears it is generally a ridiculous il- 
lustration of ‘‘ vaulting ambition that 
o’erleaps itself,” the worst looking, 
most carelessly made up, most unread- 
able, most unsellable, and, for adver- 
tisers, the most worthless paper ever 
issued by its publishers. The parer is 
so bulky, awkward and unhandy that 
nobody attempts to read it through, 
nobody cares to lug ‘it home, nobody 
wants it around, nobody keeps it. It 
is glanced at, thrown aside and quick- 
ly finds its way into the ash barrel. It 
never comes up to the expectations of 
even its publishers in any respect. It 
is a disappointment to every one inter- 
ested in it, especially to its adveitisers. 
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The ‘‘special edition’’ is pretty thor- 
oughly played out.—Rochester (N. Y.) 
Democrat and Chronicle, Friday, No- 
vember 27. 

PRINTERS’ INK publishes the fore- 
going article in the hope that some- 
body wiil now come forward and de- 
fend the ‘‘special edition,” so that its 
readers can contrast the arguments, 
and judge for themselves whether or 
not such editions are valuable to ad- 
vertisers. —[E4. PRINTERS’ INK. 


MORE TEA A ADVERTISING. 


The Japs are wise in their genera- 
tion and know the value of newspaper 
advertising. The Japan Mail an- 
nounces that the Japanese Tea Guild 
has decided to spend 2,000 yen on ad- 
vertisements in American newspapers, 
so as to counteract the growing influ- 
ence of Ceylon tea, which, owing to 
the skillful way in which it is pushed, 
is becoming more and more popular in 
this country.—Cleve and World. 
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Comfortable i 


We dan’t claim to bo the only people sell 
ing easy footwear, but we cannot be beaten 
in selling such god footwear at such low 
prices. 

We heve a large variety ands fine quality 
of Shoes end cen guarantee’ great satisfac 
tion. Our Men’s Shoes at $1 f0, 2.00,2 £0 and 
$3.00 are uneurpassedl. Ladies’ and ¢ hildren’s 
Shoes at very low prices. 

Don’t throw away your old shoes, come 
and see us first. for we mend them over as 
good asnew. We are shoemakers as well a- 
shoe dealers. 


J. T. KEEFE’S 
CASH SHOE STORE. 


THESE ‘‘ comtortable shoes”’ 
quaint advertising illustration. 
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AN ADVERTISEMENT 
to be 


A PAYING INVESTMENT 


must meet the eye 

of the reader, 

and appeal to his or her 
sensibilities. 


ce 


If you use 


THE SUN 


the first requirement is 
fulfilled — 

Sun readers are 
proverbially thorough. _ 


A 


Address “THE SUN, New York. 


COfOfO(e 
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SERIAL ADVERTISEMENTS. 


- The only real serial advertisements 
are those that take up, one by one, the 
fundamental characteristics of the thing 
advertised, each advertisement being 
separate and distinct in itself, and all 
combining to make up one harmonious 
whole. Take for example the bi- 
cycle. A series of bicycle advertise- 
ments would dea! with its strength, 
speed, beauty, durability, easy-riding 
qualities, etc., and would impress on the 
mind of the reader one fact only in each 
advertisement, and when the series 
had been completed he would have in 
his mind’s eye the ideal bicycle. Such 
advertisements would be entirely in- 
dependent one of the other. The 
argument advanced on the point of 
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speed would have nothing to do with 
what was said in the line of beauty, 
and the reader would not have to de- 
pend on one advertisement to enable 
him to grasp the full meaning and 
strength of the other.—Pvofitable Ad- 
verlising. 
Se ae es 
TWO IN ONE. 

Merchant—What position do you desire in 
our establishment, sir? 

College Graduate—Oh, something like con- 
fidential adviser or general manager. 

Merchant—Good! You may have both 
jobs. I will make yon an office boy.— Fudge. 


— +e-— 
AID TO CONVALESCENCE. 
Doctor—In a day or so it will be safe to 
give your wife some pleasant reading matter. 
Anxious Hubby—Hopeful, high-class po- 
etry, eh? 
Doctor—No, papers with pages of depart- 
ment store advertisements. 











THESE bright little ‘‘ cherubs ’’ are 
now being used in the advertisements 
of Packer’s Tar Soap. ‘They are not 
as good as the Wool Soap babies as 
an advertisement, for the reason that 
in the case of Wool Soap the babies 
and the soap are linked together in 
the reader’s mind by the posture and 
conversation of the little ones, while 
in this instance the connection between 


the picture and the use of the soap 
is slight. What the Tar Soap babies 
need is some posture, caption or con 
versation that would instinctively con- 
nect the picture, whenever seen, with 
the soap. At present it is only an ex- 
cellent picture of two playful and di- 
minutive. youngsters, which might be 
used with equal ease to advertise any 
kind of soap or other article. 
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GROWTH OF THE OREGONIAN 
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PORTLAND 


Is the Commercial 
Metropolis and 
Clearing House of 
the Pacific North- 


OREGONIAN BUILDING IN 1896. 











west. sil On= 
Editorial, The Oregonian, October 18, 1896: 
Portland is again one of only five cities to show 
an increase in its weekly statement of bank 
clearances, Its amount is getting to be consid- 
erable—$1,642,952—and this week is exceeded by 
that of only one city. Last week its clearings 
were greater than those of Seattle, Tacoma and é 
Spokane combined. 
ITS FIELD 
**** Population 
PORTLAND (Orricu) + + 81,342 E, G. JONES, 
PORTLAND’S SUBURBS . 17,800 IN CHARGE OF ADVERTISING. 
STATE, Oursive of Portiano 
(approx.) 2 2 « 275,000 Pry 
WASHINGTON «+ «+ + + 375,000 
IDAHO « + « « « « + 100,000 * . 
The S.C.Beckwith Special Agenc 
WESTERN MONTANA ~ 90,000 . . v 
BRITISH COLUMBIA . . 100,0°0 Sey: ee Son 








~ Tribune Building, The Rookery, 
TOTAL -- + - 1,039,142 New York. Chicago. 























10 





-PRINTERS’ INK, 


QUESTIONS AND ANSWERS 


— of E. C. Dake’s 
RTISING AGENCY, 


6 and o Merchants Exchange. Adver- 
tisements placed in any part of the 
Uni and Cen- 


GENTLEMEN —This afternoon one of the 
soeee and business manager of the San 
rancisco, Cal, Argona Stanton, 
salted at this agency and handed me a circu: 
lar from your firm notifying publishers to 
send on statement for American Newspaper 
Directory for 1897, the29th year. Mr. Stanton 
remarked that, as I was always quoting the 
American Newspaper Directory and knew as 
much about the Argonaut as he did, would I 
- in i = instance attend to it for him. 
@reat many other things were 
said a and 4 mite on an animated discussion took 
rovince, still 
tanton as pos- 
him the subscription of the 
ut at oe time by mail. He said that 
n I last saw the books it was little over 
11000 ‘but that rx was to-day 9,153, and by a 
rier 2,000, and the San tah cah aaa t = 
pany regular y an at I cou 
Call at the office at any time I wished and 
examine the ks.” This would give a 
weekly circulationof little over 16,000 copies. 
Now, their weekly sales over the counter and 
through periodical stores and news depots 
throughout the country _ the street sales 
are estimated to be from 4,000 to 6,000 (this 
shows some falling off, as the sales through 
these Ieee nee sources some tWo years ago 
eraged nearly 8,000). Now, I told Mr. Stan- 
ton that he wa — Pike a great many other pub- 
lishers who would get very nervous and 
teuchy if they were asked to sit down and 
make a detailed fanny ~ +g 3 the exact 
number for each week durin he year, 52 
weeks, and yet here was a pt Rn contain- 
ing information not alone of the newspaper 
but, as you may say, of the resources, the 
location, distance, population, etc., of every 
town and county and State in the United 
and other countries, and then it must 
as best it could give the circulation of each 
a. how often issued, what pemiies, how 
yp and often the size o ae 
a we — that c could not possibly pay wit 
hat did not reach nearly 1,000,000. I 
ee not like to be at the expense of getting 
up such a work and depend upon circulation 
for reimbursement, and that if he ex 
— 





vertisement op- 
posite the description of Argonaut, and 
would send you for the same, or would 
authorize me to do so, I would write you. 
He gave me the order and there is no com- 
mission to come from this to me. This 
amount is net to you. Ad only reason for 
asking him to take a ey 7 te I 
think the American Newena career Si ry is 
a@ great benefit to the publisher oy rt Bog 
much as he likes to have his Peres, truthfully 
rated, or at least if not fully rated, fairly 
rated. and takes pride in seeing his paper 
represented in style in the Directory, 
and is very indignant if he is not so a 
(wae costs a deal of time and trouble, sa. 

= ghowt te cost to the ners then 


Fad 1897, with 
n recei ~ 
ou are cating ed that th 


tant. Don’t fail to mail mecop; 
bill, when the 2Jth year is issu 
of your answer that 
naut is entitl 
will fill out the inclosed blank, the one you 
inclose, ‘ Publisher’s Announcement,” or 
have Mr. Stanton fill ~ out and forward it on 
toyou. Respectfully. E. C. Dake. 


Mr. E. C. Dake: 

Dear Sir—Your letter of December sth 
has been carefully read, and we thank you 
for your kindly words in behalf of the Amer- 
ican Newspaper Directory. In the matter of 
circulation rating to be accorded to the Ar- 
gonaut or any other paper it has to be dis- 
posed of by rule. Felow is the rating and 
description of the Pee bes as it must ap- 
pear in the absence of a detailed report of 
the output for the entire year 1896, made out 
about in accordance with the plan indicated 
by the inclosed blank (see opposite page). 

ARGONAUT, Mondays; independent; 
sixteen es 11x16; subscription ; estab- 
lished 1877; Argonaut Publishing Co., editors 


me 


and wry circulation has varied 
from E in 1892 to F in 18%. Office, 213 Grant 
avenue. 


With such a report on file (see opposite 
page) the exact figures of the Argonaut’s 
circulation in 1896 will be added to the infor- 
mation given concerning preceding years. 

This is the rule that binds the compilers of 
the Directory, and it applies, as you appear 
to fully understand, exactly the same 
whether the paper has an advertisement in 
the Directory of a page, a half page, a 
quarter page, ten lines or none at all, 

Your arguments concerning the insertion 
of an advertisement are partly sound. It is 
— that the sales of the Directory are not 

large enough to repay the cost of publication, 

advertisements have to be depended 
wie to make up the deficiency and pay an 
equitable profit. Without advertisements 
the publication of the book is not possible. 
Notwithstanding this, however, no one 
should be expected to advertise in the book 
if the advertising is not likely to be worth to 
him what it costs. 

The Argonaut can have a full page oppo- 
site the letterpress description if the order 
comes before some other paper has secured 
that particular position, or half a page or a 
quarter page, either opposite or on the same 
page with the eyes the prices for the 
space being $50, $30 or $20, according to the 
space used. Or the Argonaut can, , a $10, 
have ten lines immediately following the let- 
terpress description, with a privilege of using 
all the additional space desired at $1 a line, 
and an order for either sort of an advert se- 
ment will entitle the Argonaut to a copy of 
the book, delivered, without further cost. 
The Argonaut can reduce the cost of the ad- 
vertising one-tenth by sending check with 
order in full payment. No advertisement 
will be inserted in the body of the book on 
any other terms than for actual cash. 





he Gnawa be willing to contri 
toward the expenses of such a publication 
as the American Newspaper Directory. This 
was my only reason for speaking or men- 
‘are to him. Of 

course I w “pe like to see the Argonaut 

PF eog hs rated fairt f justl , and believe the letter 
poy 7 ~~ ior this publication. On 

thee +t hand, I believe it no more than fair 
for a wealthy publication that aspires to be 
the leading literary paper of the coast to be 
willing to pg ee Ror otewend covertantne 
expenses of the best newspaper directory ex- 





We think we make it plain to you that ad- 
vert S are desired. 

We think that for a good paper the adver- 
jem is worth more than the price demanded 
or it 

We think we also make it plain that adver- 
tisement or no advertisement the circulation 
rating will be exactly the same. 

Thanking you for your friendly interest 
we are, Your obedient servants, 

Gero. P. Rowe. & Co., 

Pubs, Amuteen Newspaper Directory. 
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body can rule one at home, 


Enlar, 
more, wit 


g up a statement; but the blank is not necessar 


The copy here shows a form that is acceptable. 


ed copies of this blank will be furnished to any publisher who asks for one or 
the intention of fillin i 





y, as any- 
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Are what the 
shrewd 
advertiser 


is looking for 


It is a Fact ,,., 


The Chicago 
Dispatch 


By JOSEPH R. DUNLOP 





Has a circulation of 


Over [50,000 Copies Daily 
It is a Fact 


That its circulation in cities and towns outside 
of Chicago has increased from 5,000 to over 
40,000 copies daily in 90 days. 


It is a Fact 


That it is the cheapest and most effective 
advertising medium in the country, circula- 
tion considered. 











HOME OFFICE, 


15-17 Fifth Avenue, 
EASTERN OFFICE, CHICAGO. 
517 Temple Court, 
NEW YORK. 
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The 


> Milwaukee 
Journal — 


Is one of the few newspapers of 
America having a large bona 
fide circulation, with street sales 
averaging less than 1,000 copies 
daily. Its own carriers and the 
United States mail deliver THE 
JouRNAL every night to regular 
subscribers. ar 


Compare THE JouRNAL with 
other Milwaukee papers. You 
will easily understand why it 
leads. 


Talk don't make newspapers. 


THE JOURNAL CO., Milwaukee, Wis. 


A. FRANK RICHARDSON, 


Tribune 
Building, 


NEW YORK CITY. ; 
OTE... 
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Orange Growers— 


Our paper only reaches an average of 
' 1,220 subscribers each day. That’s sworn 
to. It means about 6,100 readers. But 
. that’s good for a country morning daily, 
2 and it’s the county seat paper in the heart 
y of the Orange district. The Los Angeles 
: Times and Herald and the San Bernardino 
> 4 Sun are the only dailies in Southern Cali- 
fornia that make oath to each day’s circu- 
p lation. The Sun’s circulation is almost 
4 double that of any other daily in the county. 
It’s a better advertising medium than many 
papers that have many times the circula- 

tion. It has no competitors. 


THE SAN BERNARDINO 


| DAILY SUN 


SAN BERNARDINO, CAL. 
R. E. Norton, Bus. Mgr. 
E. Katz, Eastern Agent, 


230 to 234 Temple Court, 
NEW YORK CITY. 


: Spend Money § 
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P. I. 
Kindergarten. 


EXA 
. L. Texas. what is the best vr? 
Dallas News. ~— 


Appy 
EE. 
7 
ez 
33 


. Dallas News. 
. Dallas News. 
. Dallas News. 
. I. How ‘about the Houston Post? 
what its special agent says can be 
ieved it is the best paper in the entire 


Sy omy 


pres 
FS es 


. L What about the Galveston News ? 

- I think thefGalveston News is quite as 
@ paper as the Dallas pene, but its cir- 
tion is very much smaller. 


Another 
Kindergarten. 


A. How big is Texas? 

C. Larger than any two States in the Union 
and as large as several of the smaller States 
put together. 

A. Where is Dallas, Texas? 

B. In the northern portion of the State. 

A. Where is Houston, Texas? 

B. In Southern Texas, with thirteen rail- 
roads centering there, making it the natural 
distributing point for all South, East and 
West Texas. 

A. Where does the Dallas News circulate ? 

B. Practically altogether north of an im- 
aginary line drawn across the center of the 
State east and west. 

A. Why does it not circulate south of that 
line? 

B. Because the people want th: news of the 
day promptly, and the State is too large for 
one paper to cover before the news is stale. 

A. Do the Dallas News and Houston Post 
come into competition ? 

B. No. To all practical purposes they cir- 
culate in two distinct territories, either larger 
than any State in the Union. 

A. Granting that, which has the larger 
circulation in the other’s territory ? 

B. The Houston Post. 

A. What paper in South Texas has the 
largest circulation ? 

B. The Houston Post. 

A. If the Dallas News has the circulation 
in North Texas why has not the Galveston 
News the same in South Texas? 

B. Because the News has never been pro- 
gressive in its business methods and does not 
compare favorably with the Post in the 
minds of the Texas people. The Dallas News 
has no competition and the Galveston News 
has a paper to fight that is second to no paper 
in the Union published in a town of 60,000 
population, or 250,000 for that matter. 

A. Do you think the Dallas News would 


Fe 
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issue a circulation statement if it were not 
for the fact that they would thus virtu- 
ally acknowledge that the Galveston News 
could not afford to do so? 

B. They would beyond doubt. In fact, it 
is comparatively easy to get the circulation 
of the Dallas News, but at the other end you 
can’t get near it. 

A. If the people like the Post better than 
the News, why don’t they read it in North 
Texas ? 

B. They do read the Semi-Weekly, but the 
readers of Daily papers want the first reason- 
ably good paper they can get. 

A. Do advertisers generally know these 
facts? 

B. Local advertisers know the Post brings 
better results than any Texas paper and their 
patronage shows it. 

A. How about general advertisers that 
“key” their ads? 

B. The Post carries more “want ads,” 
etc., where direct results are obtainable than 
any two Texas papers. 

A. Do general advertisers believe as you 
do? 

B. By the fact that the Post carries more 
foreign ads than any other Texas paper, it 
would seem so, though there are doubtless 
many who cannot realize at long range that 
a live paper can, in twelve years, take away 
the larger portion of subscribers from a paper 
that enjoyed a monopoly for thirty years and 
did not think it necessary to hustle. 

A. Are your statements susceptible of 
proof? 

B. Every statement I have made is true in 
every particular, and the closest investiga- 
tion will only show that much more could be 
said on the same line. The Post is always 
ready and willing to facilitate every effort to 
make Texas circulation known, 

A. Does the Post’s special agent make 
statements that cannot be proven. 

B. Not likely, as the Post furnishes him 
with minute details of its circulation, etc:, 
and doubtless, if called upon, he can produce 
proofs of any statement he makes. 

A. In short, if you doubted his st 
you would call for proof ? 

B. I certainly would. ‘The Post is repre- 
sented by The S. C. Beckwith Special 
Agency, No. 48 Tribune Building, New 
York, and 469 The Rookery, Chicago, and a 
card will bring Mr. Beckwith, proofs and all. 
to your office. 














PRINTERS’ INK. 


Ss pecial Notice 


to Advertisers. 


In order that there may be no misunderstanding 
among our patrons and to 


PROTECT YOU 
AGAINST LOSS 


we wish to advise you that 
any advertiser using . 


Boyce's big 
Weeklies 


may cancel his contract at any time at pro rata 
rate. In other words, this allows you to make 
‘atest (or. short time) order without having to 
pay a fine or premium, as is the case where 
publishers give discounts for time or space. 


I00, 000 \\écxy 


$1.60 per Agate Line per issue. 


| 15 Fifth Avenue, 
W. D. Boy ce Co., Chicago. 
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A TYPICAL CASE. 


For nine years the publishers of the 
American Newspaper Directory have 
guaranteed the accuracy of all circula- 
tion ratings issued by them if based 
upon a publisher’s signed statement. 
They have paid a reward of $100 for 
every case discovered where the pub- 
lisher’s figures have been false or inac- 
curate. This has happened twenty-six 
times in all, and the following corre- 
spondence concerns the latest case, 
now undergoing investigation : 

R. W. Storrs, ADVERTISEMENTS, 
CLIPPINes & SUBSCRIPTIONS. 
De Funiak SPRINGS, Fla., Nov. 7, 1896. 
. P. Rowell & Co. New York, N.Y.: 

DEAR Sms—I herewith make claim for the 
reward offered for false circulation state- 
ments on the Holmes County ore _ 
lished at Westville, Fla., by W. D. W: 

Affidavit inclosed. Yours truly 
R. W. Storas. 


State of Florida, Walton County : 
peared before me 


a) 
. WwW. Ae sworn, deposes 
and says snag 4 he 4 the Holmes County 


Advertiser, weekly Fin ean of dated at 
Westville, Holmes Co., Fla. of which W. 
D. bebe | is editor, ‘during a of Se 


part P- 
tember tober, 1895, and that the regu- 
lar teouet at that time was '8q uires of 24 sheets, 
or 192 copies, and further that said paper sus- 
pended publication for nearly, if not quite, 
two months during said year. 


R. W.S' 
Sworn and subscribed to before me this s 7th 
day of November, 1596. 
James A. McLean, 
Clerk Circuit Court. 


New York, November 10, 1896. 
Mr. R. W. Storrs, De Funiak Springs, Fla.: 
DEAR Stn—We have yours 0: Novernber 7th. 

A copy of your letter and affidavit are sent 
by same mail to the peed of the Holmes 
County Advertiser, Westville, Fla. In due 
time we will communicate with you further. 
Very respectfully, 

THE ae NeEWSsPaPER DIRECTORY. 

w York, November 10, 1896. 

Publisher of Holmes County Advertiser, West- 


ville, 
DEAR gin Your 8 —_ per is rated in the 
American irectory for 1896, 


ews 
smallest edition fnoned within-a year not less 
than 200 complete copies. This statement is 
guaranteed by the publishers of the Direct- 
ory under a forfeiture of $100. Does the in- 
closed copy of letter and affidavit establish 
the right PY classify your paper in the list of 
liars published in the American Newspa 

Directory for each year, as shown in mar 

paragraph of circular inclosed herewith, 


which appears on inside cover = of every 
copy of the Directory? Your y will in- 
terest 


THE AMERICAN NEWSPAPER DIRECTORY. 


WESTVILLE, Fla., Nov. 13, 1896. 
Dawe. Geo. P. Rowell & Co., Publishers, New 


GENTLEMEN—Yours of the 10th inst., in rela- 
tion to affidavit of R. W. Storrs, inclosed, 
received, and contents read with su 
and astonishment. In first place, I will ad- 
mit that the affidavit is correct so far as the 
facts stated go, but the inference intended 
to be drawn therefrom - incorrect, _ 





moreover, indicates a 8) 
treachery that to me is emeunding. notwith- 
standing that ( experience oug it to have 


taught me that that fellow Storrs is capable 
of any degree of meanness and treachery. 

far as my report of my circulation is con- 
cerned, although not stated, I admit, I meant 
that 200 was about my average smallest cir- 
culation. To confess the real truth, and I 
mean no offense, I was not interested much 


17 
at a time in having my advertised in 
you ah 5 I paid = ane 


sding' column 
xttention to ee 
to give average ci — KT: on — 

It was true that I suspended a short time 
last year, because of overwhelming persecu- 
tion and misfort: une, and on m 
honor I never thought of that w! 
out the blanks you sent me. The fact is, 
since early in ’98, when I began to denounce 
the corruptions of the ‘local and State Democ- 
racy, I have been hounded and persecuted 
tosuch an extent that, — a ea. I 
at two different ay riods w lied to 
— ir a wae oo lack of fund 


going. 
tioned in the amdavit, and was caused by the 
treachery of Storrs, who had pretended to be 
my friend only for the purpose, I afterwards 
became convinced, to hasten on m eon 
in order th that he might gain my 
thing he never could accomp 
he is too well known here. AsI saidabo 
because of political persecution in the fall oF 
tfit, and in March 
of °% I resumed pub! feation by hiring my 
printing done. inter I made arrange- 
ments with the owner by which I secured 
the use of an outfit (formerly used by Storrs) 
and have since done ny he own rinting. My 
business has necessaril. mited durin: 
this time on account 0: poy ot unt 
we secu our present pe nting outfit, and 
sol have not cared whether I was ae 
in the Directory or not, —_ I os iw ——4 
better sha vo pad ~\ ah you 
blanks reached me I paid but ttle attention 
toit,and knowin, - I would certainly at 
the least average I wrote that number. 
Ihave over 300 on my list, and if — 
can give you the names and 
dress. eae be the campaign we ty thirty. 
week. My average circula- 
on less than a and that a 
r 


five quires 
tion has not 
what I intended to oy = m. 
png may have failed in doing So. 
Oa | —. the trouble has arose, an 
© toamend it will be cheer- 
ful “7 yn by Although this don’t concern you, 
ey I must ov that that fellow Storrs must 
one of the most contemptible sneaks im- 
in this country has not 
been very savory, but he had succeeded in 
making me believe that may be he was not 
as black as he has n painted. Hisonly 
object in writing that letter —- to in 4 
me and ps scare you into paying hi 
money, for rwhich, evidently. his whole soul 
hungers and thirsts, rega less of means of 
acquisition. I was informed some few years 
ago by Mr. Gardner, of Marianna, Fla., that 
his record in that town was tinctured with 
treachery and dishonesty to the negro race, 
whom he associated with and then swindled. 
If you want it, [can give = my entire list 
and post. office add let me hear 
from you, and oblige, yours truly. 


ILLIAMS. 
P. S.—Since writing the within to you in 
haste, after receiving yome, I desire to say 
before mailing that I hope Nady not be 
hasty in this eatter, for not but sneak- 
ing envy and hate has ph * at fellow to 
a His reputation among our Southern 
isbad. He came here at ee time the 

ma Alliance began to be introduced, 
and very aT reports followed him. He 
wee = ith being a swindler of the 
arianna, Fla., whom he pretended 
to faduct into the J Alliance, and got them to 
oan a store, which he captured. He hates 
me because = thinksI am in his way, and 


I ven him “hot 
shot” in the. CAdvertiser. 





y statement is 
correct in the way I meant, asI can show 
Don’t be hasty, but write me for pre +f 
necessary. oe in haste, W.D.W 


EW YORK, November 16, 1996. 

Publisher » Holmes County Advertiser, 

West la.: 

Deak StR—Your communication of Novem- 
ber 13th bas our very careful attention. 

Let us state the case at issue in exact ac- 
cordance with the facts thus far 

mber 14, 1895, we advised you in our 

circular letter that you would be gntitled to 
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xact circulation rating for your paper 
py the year in case you furnished us receiving this circular in question you filled 
with such a statement as shown in form out and peceeaee to us a statement in due 
iven in the circular. We also ~ zee form, a duplicate of which, marked No. 2, is 
fha t all such ee received in r inclosed herewith. In that statement ya are 
} ~—ad were gu: 
ure of $100" pay: ae os to ti 
Pit Pie that any such statement was untruth- cate has been less than Tw 


PRINTERS’ INK, 
which was sent to you December Mth. After 


= Us under a be felt. that “no issue of this yeoer for the od of 
e first person who — year precedin —_ > —S cert 


ase read carefully Sheet No. 1, head- complete copies.” This prot thee xy dary 


« $100 Reward,” inclosed herewith, and signed by you. We ask you again to notice 




















year 


: 


Form of statement to secure ny 
a rating preceded by the words Xf 
in italic type: ‘smallest edition 
issued within a year.” t 
To be filled in with ink Ny 


To the Publishers of the AmeRicAN NEwsPareR DIRECTORY 
Novtssue of this paper for the period o) a 
full year preceding,the date of this certificate 
has beer less than 
smallest edition, Ft by. 


ef SES fame al 


complete copies. 


ae 
nin “tt 
; 
nN 














A U'TION .— ieee 'icvectes in an sttempe to impose a tas cirouln: 
CAUTION: more than one of these bas afterwards assersos that the 














Date Gobruay UELECE f 





PO ary by wy hs fn Sa foem wt etl ace 


If more tan one edton ie report nt. must 
LGD gre. pera “4 4 


— ets ial tes 





















Fac-simile of the publisher’s statement, the accuracy of which is questioned, 
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your ture in the state- 

ment which you made. This statement was 

accepted by the editor of the Directory and 

sew circulation was gra as repo |, as 

above. One . Storrs now makes 

amdavit that your regular issue fora certain 

period in 1895 was 8 “ia of 24 sheets, or 192 

copies. Is that — LA va print 192 copies 

on y, or did = Xart given in — 
tement? The during ce 


weeks you issued no} Daper ‘at all has nothing 
whatever to do with this matter, as we only 
take into account the smallest number issued 
in any wee Whatever may be the reputa- 
tion of Storrs, if his statement is true your 
statement is false. The question for us to de- 
cide is wae < of the two tells the truth. If 
“y are not p to sustain — figures 
affidavit me would appear that Storrs is 
quvest, that you ane and that in 
future = pear among the 
list of ich “furnisi ed the we 74 
with a false cireulation statement. See in- 
side pide conet paanots oo aduplicate of which, 
await at tack a oe a M ie 
await your erreply. Very res ‘uu ly. 
THE AMERICAN NEWSPAPER DIRECTORY. 


—— CouNTY ADVERTISER.” 
pense, oe Nov. 19, 1896. 
Messrs. aad P. Rowell’ & Co., New York City: 
GENTLEMEN—Yours of 16th inst. to hand 
— + eames read with much distress of 


It is useless for me to deny that on time 
mentioned by Storrs that I did only print 192 
pa ners, if I was inclined to do such a thing, 

hich I am t; and I am surprised now 
that I did ms make such a mistake. But it was 
only a mistake. I had no thought or desire 

to make a false statement in the matter. I 
ow that I was printing over 200 paners.am and 
Isuppose my mind did not revert k to the 
fact that twelve months had not expired 
since he did that work. Really, I paid but 
little openten at the time, being only care- 
ful, as Ithought, to confine myself strictly 
within the ‘limits of an average circulation. 
As I have said, and meaning no offense, 
I was not caring for any representation in 
your Directory at the time, for my circum- 
stances was and I did not know at 
what time I would fail, for I was eng: 
in a terrible political fight, with no press 
of my own, and no one back me but 
the poor laboring men and yeh whose 
cause I was es I had been broke 
up once y # myo political rin; 
I was still fighting them. I was turn ng off 
nearly all advertising that came to me from 
outside the State then, and I certainly had no 
motive to make a false statement, had I been 
mean enough to do so, which I don’t believe 
Tam and I don’t believe that any one else in 
this country believes so either—not even 
Storrs, who is a most eee and con- 
temptible sneak, whose only motive is to try 
and ya me, ‘and, of course, get money, 
which from past t records he is not way con- 
—— as to —— of obtainin: 

Ia rm: have no money, or! 
would gladly setena you the ad I am 
grieved, deeply pained over the matter, but 
that don’t help you. I told the truth in the 
statement asI meantit. Ican only leave it 
with you, knowing in my heart I am clear of 
any intention to defraud. re ory truly, 

W. D. WILLiaMs. 


R. W. STORRS, ADVERTISEMENTS, 


Directory, | & Ay 

Dear SiRs—We have no further communt- 
cation from you since yours of the 10th, in 
is to circulation claim of Holmes 
ey Ee e have reason to 
lieve that your letter to Mr. Williams was re- 
ceived promptly. Yours truly, 

R. W. Storrs. 


The Westville, Fla., Advertiser is 
published on partly printed sheets 
obtained from one of the many co- 
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operative companies that make a busi- 
ness of furnishing them. It is said 
to be customary with the co-operative 
houses to furnish more than the actual 
number of half-printed sheets called 
for in the bill. It is even asserted 
that the quires thus furnished average 
more than 24 sheets, and some say 
that every four quires so furnished 
contain at least 100 printed sheets and 
often more. In the case at issue it is 
therefore possible that the paper re- 
ceived and printed fully 200 copies 
each issue during 1895, notwithstand- 
ing the charge that the edition was 
only eight quires, which charge the 
publisher admits to be well founded. 

The publishers of the Directory 
have fully decided that in future issues 
they will not undertake to publish the 
exact circulation of any paper not en- 
titled to be credited with an average 
issue of at least a thousand copies, 
that figure being the general adver- 
tiser’s unit of value: but even that 
decision should not deprive Mr. Storrs 
of his $100 if he has made out his 
case, but the question is ‘‘has he?’’ 
That he wants the money the follow- 
ing letter proves: 

BusINeEss OFFICE OF “‘THE BREEZE,” ma 


An Independent Rowene: 
on Isher, 
De FuNtak SPRINGS, Fla. 


Geo. P. Rowell & Co., New York, rg] 9: 

Dear Sirs—I am still awaiting your further 
communication in reference the case of 
false circulation report of the Holmes County 

Advertiser. Yours truly, R. W. STORRS. 





IN GREAT BRITAIN. 


The British journalistic conscience 
is peculiar. The editor of a great 
daily paper, who would not dream of 
polluting his columns with a ‘‘scare’’ 
head over an important piece of intel- 
ligence, does not hesitate to swindle 
his readers by printing paid matter 
under the guise of news. Even the 
lordly Zimes, which sometimes as- 
sumes to be the censor as well as the 
example of journalistic morality, is 
guilty of this offense. Almost any- 
body can buy space in one of its most 
conspicuous news columns for the in- 
sertion of personal or social announce- 
ments. The deception of the reader 
is complete, for nowhere in the paper 
is there any hint that its columns are 
thus used. The reward which the 
Times receives for this practice, which 
any reputable New York newspaper 
would scorn to adopt, is the lucrative 
rate of half a. guinea ($2.59) a line.— 
New York Sun, 
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A CHALLENGE 


TO THE 


Boston Globe 
« Boston Herald 


OR GLOBE AND HERALD COMBINED. 





THE POST’S STATEMENT. 


In the great metropolitan district (population about 750,000), includ- 
ing the cities of Boston, Cambridge, Somerville, Malden, Everett and 
Chelsea and Brookline, there are sold every week-day morning : 


1. More Than Twice as Many Posts as Globes. 
2. More Than Twice as Many Posts as Heralds. 
3. Thousands More Posts Than Heralds and Globes Combined. 


$1000 to Back It Up 


The Post will give $1,000 to Boston’s Associated Charities if any 
one of the above statements can be proven untrue. Globe or Herald, or 
both accepting this challenge, to do likewise if said statements are not 
proven untrue. 


HOW TO SETTLE IT. 


Nobody’s books to be taken as evidence. Go to those who sell the papers. Hire 
an expert accountant of high character and standing. Let him canvass as thoroughly 
as possible by his subordinates the actual morning sales of the thousand or more 
newsdealers, carriers and newsboys in the metropolitan district. Let the canvassers 
swear to their reports. It is simple. The whole thing can be done in a week. 
Whichever paper loses to pay the entire expenses of the accountant. This plan will 
be pommel 1 fair to everybody. Or, if this plan does not suit, propose one to suit 
yourselves, gentlemen, in case you accept this direct and simple challenge. 


HAS THE GLOBE ANY ‘“‘SAND’’? 
HAS THE HERALD ‘ANY “SAND”? 


If they have, let one or both accept this challenge. The Globe 
claims a high-water mark of 640,250, and a November daily average of 
204,376; the Herald a high-water mark of 648,152. Now the Post 
states its November daily average to be only 105,379 copies. But, 
strange to say, this is thousands in excess of the total morning sales of 
either of them, taking all New England as the field. In the metropoli- 
tan district, where the great bulk of retail buyers reside, the Post sells 
every week-day morning, as the challenge states, more than twice as 
many copies as either. And we back it up. Come and test it. 
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THE RESURRECTED CUT. 
By Charles Rollin Brainard. 


A strange old cut was resurrected 
while cleaning a Washington press the 
other day. For forty-five years the 
press had done service on the same 
street, and although it had passed 
through many vicissitudes it was as 
good, and is as good to-day, as on the 
day it was set up. 

But successive owners, while they 
kept it in running order, never cleaned 
the top of the platen, consequently 
dirt, grease, odds and ends and cob- 
webs accumulated, and any little thing 
that was in the way was thrown on the 
platen and forgotten. 

A day of cleansing came after the 
recent election, and the press was 
overhauled from top to bottom. Even 
the eagle which had looked down on 





the pressmen for so many years was 
taken down and scrubbed, then treated 
to a coat of gold paint in honor of the 
victory of the paper’s champion. 

Out of the filth on the platen came 
the old cut, the first comic cut cast by 
Bruce in his type foundry away back 
in the 40’s, nearly two generations ago. 

The cut itself was a double-faced 
head of a man. Looked at in one 
way, it wore a look of extreme pleas- 
ure, delight or happiness ; inverted, 
the countenance was changed to one 
of gravest disgust. Not a line was 
lost. Each one did a double duty, 
and there were but very few lines in 
the picture. What served as a 
chapeau, forehead and nose for one 
served, when inverted, as collar, neck 
and chin for the other. 


The cut was a success. Thousands 


were sold. Scarcely a weekly deemed 
its stock complete without this pecul- 
iarly devised representation of delight 
and disgust, embodied in one cast. 
The legends supplied with the 
quaint features were in keeping with 
the differing expression of the two 


faces. One was usually: ‘‘I bought 
goods of So-and-so,’’ while the 
opposite confessed: ‘‘I didn’t.” 


But just as the old corduroy road 
gave way to the plank road, and this 
in turn yielded to the railway, so the 
double-faced cut kept its popularity 
for nearly, if not quite, a generation, 
when the improvements then begun 
blossomed into a system of pictorial 








advertising, which has reached a 
wonderfully high degree of art. 
cael 
GOOD! 


Theory about advertising is a 
thing. The man who thinks out the 
most brilliant plans seldom has time to 
work them out. But in the advertis- 
ing experience of the great afid suc- 
cessful advertisers one can find both 
theory and practice. The other fel- 
low’s experience is a good thing to 
know.—Zhe Trade Press. . 

++ — 


She was a good woman. He } 
loved her. She was his wife. ¢ 
The pie was good; his wife 4 
made it; he ate it. But the § 


pie disagreed with him, and ¢ 
he disagreed with his wife: % 
Now he takes a pill after pie ¢ 
and is happy. So is his wife. 
The pill he takes is Ayer’s. 


Moral: Avoid dyspepsia 


by using 
, Ayer’s 
Zi Cathartic Pills. 


THe snappy, abrupt style of 1 the ad- 
vertisement above reproduced is at- 
tractive for occasional use. It has a 
certain force and vitality that dissipates 
a sluggish state of mind on the read- 
er’s part. But it can easily be over- 
done ; especially in hands that do not 
wield it with ease, 
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The 


Cincinnati 
Commercial 
Tribune 


Guarantees to advertisers, except on 
Sundays, twice the circulation of any 
ether morning paper in Cincinnati. 

It is recognized as the leading Re- 
publican paper of its State and of the 
Ohio Valley, and sells a greater number 


of copies daily than any other morning 
newspaper published in the Central 
Western States outside of Chicago and 
St. Louis. 

Its full and complete news reports, able 
editorials and entire freedom from all 
objectionable matter have made it the 


FAVORITE FAMILY NEWSPAPER 


of its section. It is also the only two- 
cent morning paper in its territory. 





Sample copies, advertising rates or other information on request. 
J. E. VAN DOREN SPECIAL AGENCY, 
PUBLISHERS’ DIRECT REPRESENTATIVES, 

31-32 Tribune Bidg., New York. 1320 Masonic Temple, Chicago. 
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WHY HE NEVER ADVERTISED. 
“The medium'’s good, 
The price is fair,”’ 


The merchant cautiously admitted. 


The nt stoo 
With — air, 
And insinuatingly submitted 
The contract, that most attractively appears, 
«& But the sad-eyed merchant slowly shook 
his head, 
the cobwebs from his eyes and ears, 
lew dust from out the till and said, 
As leisurely he brushed away the flies, 
‘* When business brightens | will advertise.” 


—_— ~~ or 
THE BETE NOIR OF THE CIRCU- 
LATION LIAR. 


A representative of the American 
Newspaper Directory, who personally 
canvassed the leading newspapers of 
Boston for the purpose of obtaining 
correct data for circulation reports in 
the Directory for 1897, encountered 
difficulties of which the following are 
given as specimens : 

The Congregationalist manager said 
that its circulation is Now 27,500, but 
he will never make a signed statement 
for the Directory, which he thinks is 
conducted on blackmailing methods. 

Mr. W. Wallace Waugh, manager 
of the Home Journal, a Saturday even- 
ing paper, credited by the Directory 
for 1896 with a circulation exceeding 
2,250, said: ‘‘I did not ask you to 
publish your Directory. It is a busi- 
ness in which I have no interest. 
There is no reason why I should take 
the trouble to give you any informa- 
tion regarding my business. That is 
the reason I have refused to give you 
any information. I have considered 
the notices that you have been sending 
out to be an indication of the height of 
gall. Ihave refrained, as I said be- 
fore, from making any statement be- 
cause it is none of your business 
what my circulation is. When any 
person wishes to deal with me 
and I want his business, it is time 
for me to make my statement.” 

At the office of the Journal of Edu- 
cation the canvasser was told that the 
present rating in the Directory is ab- 
solutely wrong, but he could obtain 
no information upon which a correc- 
tion might be based. The publishers 
of the great Baptist newspaper, 7he 
Watchman, said they took the same 
position as the New York /ndependent 
in the matter of circulation, and would 
never tell it, but asserted that the 
present rating in the Directory is ‘‘a 
gross injustice ’’ and offered to give a 
sworn statement that their circulation 
was greater in 1896 than in 1893, but 
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would not tell the figures for either 
year. ‘lhe impression seemed to pre- 
vail in Boston that circulation ratings 
ought not to be published, and that 
correct circulation ratings are an 
abomination which no self-respecting 
newspaper should put up with. 











The advert’' .ent shown above 
was constructed by Mr. Charles F. 
Jones, then of Chicago, and appeared 
in the Louisville, Ky., Commercial of 
March 12, 1896. Mr. Jones is at 
present the advertising manager of 
the great department store of Siegel- 
Cooper Co., Sixth avenue, New York. 
Mr. Jones unearthed a great secret 
when he discovered that ‘‘ every circu- 
lation liar in America’’ is the enemy 
of the American Newspaper Directory, 
just as certainly as every great adver- 
tiser is its friend. 

Mr. J. B. Pound, the well-known 
newspaper man of Knoxville, Tenn., 
relates, concerning his peregr:nations 
in search of advertising contracts that 
he remembers very well the experi- 
ences of his first trip. No advertiser 
upon whom he called failed to test the 
accuracy of his circulation claims by 
reference to some newspaper directory, 
and he asserts that on the whole trip 
only twice was any other than Rowell’s 
brought out. Of the two exceptions 
one was Ayer’s American Newspaper 
Annual and the other Dauchy & Co,’s 
Newspaper Catalogue, 
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THE PREMIER OF THE PRESS. 


During the late campaign Mr. 
Charles A. Dana did indeed wage a 
good fight for good government and 
the national honor. And it was all 
the more surprising because his affilia- 
tions have hitherto been anything but 
Republican. But Dana pays no heed 
to policy or politics where his convic- 
tions of right and wrong are concerned. 

More than ten years ago the writer 
of these lines was one of the guests at 
a dinner given to Mr. Dana by the 
Bohemian Club of San Francisco. It 
was allotted te him to toast the guest 
of the evening. While doing so he 
took occasion to remark that he had 
read the Sun for many years ; that it 
had not affected his Republicanism ; 
that he did not always agree with it ; 
that at times it rubbed him the wrong 
way—but that in the course of a long 
experience in journalism it was almost 
the only daily newspaper he knew 
which was not controlled by the busi- 
ness office. Mr. Dana, in the course 
of his reply, remarked that he was 
much gratified to find that the course 

‘of his paper was so familiar to one of 
the guests, and to say that it was true 
—that while he might not be always 
right, still he always tried to say what 
was right so far as in him lay. 

What was true ten years ago is true 
now. Mr. Dana’s. se during the 
last campaign is proof o. chat. While 
he did not enthusiastically admire Mr. 
McKinley, he realized, none the less, 
when Bryan was nominated, that the 
election of the one meant national 
honor and the election of the other 
meant national shame. He did not 
waver between the straight path of 
national honesty and the crooked path 
of national repudiation. He did not 
palter with honor and dishonor, He 
fixed his eyes upon the only goal 
toward which honest men, honest edi- 
tors and honest newspapers could fare, 
and he set forth toward that goal. 
And he has reached it. 

All honor, then, to Charles A. 
Dana, the Premier of the Press. All 
honor to a man who, in this material 
age, thinks of principles rather than of 
pennies. He has lived long, but may 
he live longer. He is full of years 
and honors, but may he be even fuller 
of honors and of years.—San Fian- 
cisco Argonaut. 


EFFECTIVE advertising or none should 
be the motto of every advertiser. 
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MR, LAWSON’S BRILLIANT 
SCHEME, 


In Chicago there-is an embryo in- 
stitution called The Advertisers’ Guar- 
antee Co. Its place of business is at 
408 Marquette Building, Adams and 
Dearborn Sts., and its application for 
membership sets forth on the part of 
the subscribing publisher : 

IN CONSIDERATION of your making an ex- 
pert examination of our books, and renderin 
a monthly guaranteed report to general ad- 
vertisers in the United States, as to the paid 
circulation of our publication, guaranteeing 
to advertisers said reports by a bond of fifty 
thousand dollars ($50,000) in the Fidelity 
and Deposit Company of Maryland, we 
hereby apply for membership in your Com. 
pany for our Daily, Sunday and Weekly 
editions, and agree to Pay, for such member- 
ship the sum of —— Dollars ( ) per 
annum for each one thousand of our paid 
circulation as named in pone Certificate of 
Guarantee (for the term of one year, payable 
quarterly in advance; first quarter payable 
as soon as first examination is made and cer- 
tificate delivered, the balance in quarterly 
payments pany ninety days thereafter). We 
also agree to file a satisfactory bond covering 
the accuracy of all statements we may 
called on by your company to make, regard- 
ing our circulation. 

t is agreed that you shall send at least 
one report during the year to as many gen- 
eral and local advertisers in this city and 
vicinity as we shall name, we to furnish 
address. 

We agree to give you full access, at any 
time, to our press-rooms, books, papers and 
records, and further, to require any person 
connected with our publication to answer 
under oath, if desired, any question that 
may be made by your expert for the purposes 
of his examination. 

We also agree to furnish, before the 15th 
day of each month, a statement under oath 
showing our average circulation for the 
month previous, on blanks to be furnished by 
your Company for the purpose. 

The company issue a guaranty, of 
which a reduced fac-simile is shown 
on the opposite page. It would 
appear that three subscribers have 
already been obtained and _ twice 
as many more candidates are un- 
dergoing the process of initiation. 
Complaint is made by some who have 
thought well of the project that the 
price of the guaranty is fixed at too 
high a figure. It is said that a paper 
with 50,000 regular issue daily and 
100,000 weekly would be expected to 

y somewhere between $3,000 and 

5,000 a year to obtain the guaranty 
of the company that the publisher is 
not a liar. In some instances even 
the higher price would be ruinously 
low. Among the initiated the whole 
scheme is regarded as a very ingen- 
ious one concocted by Mr. Victor F. 
Lawson for the purpose of exploiting 
the magnificence of his own circulation 








25 


PRINTERS’ INK. 


dends, it will only be another evidence 
of his great ability as a newspaper man. 
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BEST PAPER IN ALABAMA. 


Office of Steve W. Fioyp, } 
Special Eastern Representative, | 

728 American Tract Society Building. 
Augusta (Ga.) Chronicle, Knoxville Trib- 

une,Chattanooga News, Knoxville Sen- 

tinel, Norfolk News, Nashville Sun, 

Norfolk Landmark, Savannah Press, 

Columbia (S. C.) State, Columbus (Ga.) 

er, Mobile News, The Looking 
Glass, Atlanta,Ga. (illustrated weekly). | 
New York, Dec. 11, 1896. 
Editor of Printers’ Ink: 

Will you kindly allow me the privilege and 
space in the Little Schoolmaster to criticise 
you and your “ Kindergarten ool” t 
may be presumptuous on my part to attempt 
to criticise such an able schoolmaster as 
Printers’ INK, and especially the theories 
advanced by his “ favorite pupils,” but I 
want to say just a few words regarding the 
discussion you had with these favored pupils 
of yours on November 18th, about the “* selec- 
tion of the one best daily newspaper in every 
State.” To the question by Printers’ Ink 
of “* What is the t paper in Alabama?’”’ 
A, B and C promptly reply in chorus the 
Montgomery Advertiser ; but before D and 
E have a chance to express their opinion on 


qennes EE 


CHATT. A 








which is the best paper Printers’ Inx springs 
the question, ‘“‘Whgt about the Mobile Regzs- 
ter?” A’s reply is that “It is not so good 
a paper as the Advertiser.” B says it is 
second best, but C still sticks to the opinion 
that it cannot equal the Montgomery Adver- 
tiser, and D says he has the same impression. 
At this juncture E chimes in and says, “* We 
hear more about the Advertiser, but the 
Register is a better-looking paper, and com- 
mands better prices for advertising.”’ E is 
right, and so are A, B and C about the 
ontgomery Advertiser vase better paper 
than the Mobile Register. The fact is, how- 
ever, that neither o/ the five pupils named 
the best paper in Alabama ; while the Mont- 
gomery Advertiser is a much better paper 
than the Mobile Register, and has a con- 
siderably larger circulation, neither the 
+ Advertiser not the Register is near so good 
a paper as the Birmingham State-Herald. 
The State-Herald is decidedly the best morn- 
ing paper published in the State of Alabama. 
It has more enterprise, more circulation, and 
is worth more to advertisers than either the 
Advertiser or the Register. As a morning 
paper, the Register has be et mage no 
field outside of the city of Mobile, and it 
is claimed that the morning papers of New 
Orleans have more subscribers in Mobile 


than the Register has. There is no doubt 
that the New Orleans papers completely 
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cover all the towns along the line of the 
Louisville & Nashville Railroad from New 
Orleans to Mobile, About the only field the 
Register has outside of the city,is a short 
distance of spirsely settled country in South- 
ern Mississippi, along the line of the Mobile 
& Ohio Railroad, and a few small towns 
northeast of Mobile, along the line of the 
Louisville & Nashville. These facts clearl 
show that the Register has no field in whic 
to publish a g aper—it has no compari- 
son with either the Birmingham State-Herald 
or the Montgomery Advertiser, as a first- 
class paper. It is the most over-rated paper 
in the State of Alabama. It is quite natural 
though that the Montgomery Advertiser 
should be a much better paper than the 
Register, as Montgomery is the State capital, 
and has a better surrounding territory than 
has Mobile. And these same conditions 
apply to Birmingham over Montgomery. 
Birmingham is the most progressive town in 
the State of Alabama, and it is quite natural 
that it would have the most enterprising 
newspapers. It has a larger field than any 
other morning paper in the State, as there 
is probably twice or three times as many 
people, within a radius of fifty miles of Bir- 
mingham, than there is within a radius of 
fifty miles of either Montgomery or Mobile. 
Atlanta, Ga., is considered one of the largest 
towns in the South, and I am informed on 
very reliable authority that there is a larger 
number of people within a radius of fifty 
miles of Birmingham, including the popula- 
tion of Birmingham, than there is in Atlanta 
and the same radius surrounding Atlanta. 
These conditions and the enterprise of the 
Birmingham papers make the State-Herald 
decidedly the best morning paper in the 
State of Alabama, and the Birmingham News 
far the best evening paper in Alabama; the 
truth is there are very few afternoon papers 
in the South with more pluck, enterprise 
and hustle than the Birmingham News. 
With the exception of the Atlanta Journai, 
the Birmingham News and the Chattanooga, 

enn., Vews, are the two best, livest, wide- 
awake, afternoon papers published in that 
section of the country. 

I have no personal interest in these papers, 
but am quite familiar with the newspapers of 
the State of Alabama, and the fields they 
occupy, and I don’t like to see an erroneous 
public opinion created, without making some 
attempt to correct it. 


Yours respectfully, Sreve W. Fioyp. 


esters 2 Rc atid 
A COLLECTION AGENCY AD. 
New Iberia, La., Nov. 30, 1896. 
Editor of Printers’ INK: 
The inclosed ‘‘ Notice to the Public” is, 
as can be readily seen, the advertisement of 
a collection agency. It was published last 





NOTICE TO THE PUBLIC, 

Bills, Bills, past due Bills, 
Debts owed for sugar, potatoes or pills, 
Debts for apparel or good things to eat, 
Debts to the milk man and also for meat, 
Debts for a Coffin, Debts for a Shroud, 
Debts for the liquor you bought for a 

crowd. 
These are the debts others reject, 
And these are the debts we can collect. 


New Isperta CoLtectinG AGENCY, 
W. H. DeGenergs, Manager. 











week for the first time in the Weekly Iber- 
ian, and is, I think, original, catchy, and to 
the point. J. M. W 
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OHIO EDITORIAL ASSOCIATION. 
- Office of the President. 
Tue Onto Eprroriac Associarion 
R. B. Brown, Prest., Zanesville; = 

M. Amos, V. Prest., Cambridge; C. B. 

McCoy, Secy., Coshocton ; E, R. Alder- 

man, Treas., Marietta. 

ZANESVILLE, O., Dec. 11, 1896. J 
Mr. Geo. P. Rowell, New York City: 

My Dear Sir—The Ohio Editorial Asso- 
ciation will hold its annual meeting at Col- 
umbus, Tuesday evening and Wednesday, 
Jan. 12 and 13, 1897. You are seapecstalig 
invited to deliver an address on any topic, to 
be chosen by yourself, and I will be greatly 
obliged for a prompt acceptance of this in- 
vitation. Your long and honorable associa- 
tion with the editors of Ohio warrants the 
belief, in my mind, that if it is at all possible 
you will be glad to meet the gentlemen of the 
Ohio = this ae. 

respectfu ours, 
bia per. B ROWN, Prest. 


Offices: 10 Spruce St., New York. 
Geo. P. Roweit & Co., Publishers. 
‘“* Printers’ Ink :”’ A Journal for Adver- 
tisers. Issued Weekly. Established 
1888. Five Dollarsa Year. American 
Newspaper Directory. Issued Annu- 
ally. stablished 1869. Price Five 


New York, Dec. 15, 1896. 

Mr. R. B. Brown, President The Ohio Ed- 
ttorial Association, Zanesville, Ohio. 
Dear Sir—I am in receipt of your letter 

of December 11th, inviting me to deliver an 

address before the Ohio Editorial Association 
at its annual meeting at Columbus on the 
evening of Tuesday, January r2th, or on 

Wednesday, the 73th, on any topic to be chos- 

en by myself. It affords le pleasure 

to accept the invitation, and the subject 
which I shall propose for myself will be the 
following: At the time of considering the 
advisability of placing a contract for adver- 
tising with a paper, how much information, 
if any,is an advertiser entitled to receive 
from the newspaper in question, concerning 
the number of copies of said paper that have 
been printed in the past or are likely to be 
issued in the future? Iam 
Your obedient servant, 
Geo. P. RowE.t. 
PENCIL ADVERTISING, 
Office of 
Joseru Dixon CruciBte Co., 
serey City, N. J 
Jersey City, N. J., Dec. 10, 1896. 

Editor of Printers’ INK: 

In Printers’ Inx, Dec. 9, there is a letter 
from Mr. J. W. Schwartz, on Pencil Adver-~ 
tising. e do not understand how Mr. 
Brill could have had “ great trouble ’’ in get- 
ting the Dixon Company to stamp the pen- 
cils with the letters beginning at the upper 
end of the pencil, because that is the wa 
nearly all of the imprint pencils are stamped. 
Most of our custcmers, in fact, object to this 
manner, preferring to have the lettering 
begin in the middle of the pencils, as then 
the advertisement is plainly read when the 
pencil is held in hand at work. The Dixon 
Company make imprint pencils for thousands 
of customers, and never hesitates at any 
time to print any copy on the pencil except 
when it is so long, that, as old-time printers 
used to say, it runs out of the window. 

Yours respectfully, 
Jos, Dixon CruciB.e Co., 
Dictated by Secretary. 
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THINKS IT A NEW IDEA. 
Tue LoGansport JOURNAL ee | 
ANSPORT, Ind., Dec. 7, 1896. 
The Larkin Soap Manufacturing Co., Bu/- 
‘alo, N. ¥.: 

GenTLEMEN—It has seemed to us that 
much advantage is lost by foreign advertisers 
in not localizing their advertisements. A 
man of great ability is secured to prepare the 
advertisements, and they are marvels of ar- 
tistic construction in wording and general 
style, but on that account have a foreign a 
poorteee and do not appeal to the local pu 

ic. It is pn ee that there is a profitable 
field of local advertising which is not worked 
by the foreign advertisers. In talking with 
some of our grocers we find a number willing 
to share the expense of local advertising for 
the privilege of having their names appear as 
handling certain articles, for they get the ad- 
vantage of the publicity thereby. They are 
also willing to take the goods. e have ar- 
ranged a series of double column inch-long 
advertisements of foreign goods, to be run 
under one head, one year, daily and weekly 
on a local page, to be set by us, privilege of 
changing copy once each month. These ad- 
vertisements will be preceded by the names 
of the grocers hendlles these articles. No 
two similar articles will be permitted under 
this head. We would like very much to try 
this experiment and think it will be a valu- 
able experience for you. The rate for this 
advertisement will be $30.00 in your goods at 
jobbers’ rates, goods to be turned over to the 
grocers advertising. We have no doubt that 
other grocers will want to get on the list 
which will result in the sale of additional 
goods without any increased expense to you. 

The /Journa/ is the leading daily and 
ay of the city and county, as you can 
learn by reference. 

his is a new idea in foreign advertising, 
but we believe it is the correct one. We will 
have a record kept of the sales during the 
year so that the results can be accurately de- 
termined. Very truly yours, 
HE LOGANSPORT JOURNAL Co. 
. ——_+o+—___. 
ADVERTISING FOR A WIFE, 
New York, Dec. 3, 1896. 
Editor of Printers’ Inx: 

Happiness in marriage is supposed to re- 
sult when temperaments adapted to each 
other come together. The teachers of this 
undoubtedly sound doctrine have for years 
contended that a man can hardly be expected 
to find his affinity in the limited circle in 
which most individuals move, and that he 
should, therefore, advertise for a mate pos- 
sessing the attributes that would conduce to 


GIRLS! A Swedish gentleman wishes 
to correspond with a lady, with mat- 
rimony in view, but only according to 
the laws of Phrenology. Please send 

—_— and copy of your Phreno- 
oles Chart for exchange. Address, 
N. J., care of this Journal. 








a perfect union, humanly speaking, this ad- 
aptation to be determined by an examination 
of the phrenological “ chart” of each. The 
advertisement I inclose is, however, the first 


of the kind I have seen. It appeared in the 
December number of the New York Phreno- 
logical Magazine. Jas. Means. 





In 1816, Haswell tells us, the city theaters 
advertised: Doors open at 5.15 and curtain 
raised at 6 p. m. 











A SUGGESTION FROM WOODHAVEN. 
Woopnaven, N. Y., Nov. 23, 1896. 
Editor of Printers’ Ink: 

“The load allowed on floors of buildings 
used for the sale, ——- and manufacture 
of merchandise, and of public livery, sale 
and boarding stables, according to the rules 
of the New York Building Department, is 
required to be stated on a placard publicly 
displayed on each floor. Efforts are bein 
made by the department to compel a rigi 
enforcement of this rule.’’— Engineering 
News. A 

This seems to be a good opportunity for 
some one who believes in placard advertis- 
ing to furnish these cards without cost in 
consideration for the space on each card that 
could be used for advertising. The cards 
are usually large enough for this purpose ; I 
have seen some that were about 1oxrs inches. 

Respectfully, SyLVANus. 





ae 
IN NEW HAVEN. 
New Haven, Dec. 10, 1896. 
Editor of Printers’ Ink: 

A rather unique method of handling the 
New York Sunday newspapers is utilized by 
the newsboys here. You will see the boys 
with big canvas bags, and many have a 
small two-wheeled wagon, generally made 
with the aid of asoap box. In these they 
have the papers, all inserted on ends, and 
pushing the wagon in advance, proceed all 
over town shouting the usual cries. P. D. 


IN CHICAGO. 
Curcaco, Dec. 11, 1896. 
Editor Printers’ Ink: 

On a small furnishing-goods store near 
here is the sign : “* Nothing fits a man so close 
as his skin. Next to that is our underwear.” 

Henry R. Boss, 


—__+or+—__—_. 
OUR POST-OFFICE, 

From every direction there are indications 
that this country has already entered upon 
its greatest era for business. The air is full 
of them and it makes little difference from a 
political standpoint what caused the hard 
times of the last three or four years. We 
can easily forgive the past if we can depend 
upon the future, and with prosperous times, 
based upon sound finance, all classes will be 
benefited. Money will be plenty and kept 
in motion—best of all it will the hundred 
cent to a dollar kind of cash—good in all 
parts of the world. 

This is what we all want and the more we 
get of it the better will business hum. Yet, 
to succeed in any money-making pursuit 
everybody should have a fair chance an 
under our constitution one would think this 
was guaranteed. It is, but the constitution 
is a dead letterto some officials who appar- 
ently feel their own importance more than 
does the Czar of Russia or the Sultan of 
Turkey. There are underlings in our Post- 
Office Dacessnnt who are as autocratic as 
either of the monarchs named, without pos- 
sessing theircommon sense. It is notable that 
petty tyrants are always the most despicable 
of their kind, copying all the vices and none 
of the virtues of their prototypes. This is 
the case with a star chamber tribunal which 
exists in Washington under the protection of 
the Postmaster-General. 

Comparatively few people know of the 
vast business carried on through the mails 
of thiscountry. It involves not only thou- 
sands of dollars, but millions, and helps to 
pay tor the best postal’service in the world, 


PRINTERS’ INK. 








if it were not for the black spot upon it 
known as the Fraud Order practice. sys- 
tem which hangs men first and tries them 
after, ruins a man’s business and then con- 
cludes it has made a mistake. The ludicrous 
and vacillating policy pursued by the official 
who heads this shameful department of the 

‘overnment would be laughable if it were not 
a its seriousness and the numerous wrecked 
fortunes and despondent and ruined men and 
women that are left in its wa.e. 

Those whose business is done through the 
mails deserve fair treatment and considera- 
tion from the incoming administration as 
wel! as those who sell goods from their coun- 
ters. All should be treated alike, and this 
cannot be done as wy ty this fraud order 
business is controlled +f an autocrat who 
punishes first and gives a hearing afterwards. 

Not long since a fraud order was issued 
against a respectable woman who was (and 
is doing a legitimate business in the sale of 
medicine. e facts as we learn them were 
that some parties who ordered medicine did 
not, from some reason, receive it promptly. 
They waited a few days and then notified 
the Post-Office Department. The medicine 
was sent before this was done and the day 
after received. Yet the parties who ordered 
it never notified the person who sent it of its 
arrival, or had they previously complained 
to her of its non-receipt. After this the de- 

artment sent an inspector to ascertain the 
acts. He was given them, but became inso- 
lent and was shown the door. On the repre- 
sentation of this miscreant the Attorney- 
General for the Post-Office Department 
issued a fraud order which, after injuring 
this woman’s business and putting her to 
an immense amount of trouble, was revoked. 

Another case, similar in all respects to 
this, came near ruining a man’s business 
which proved to be of an entirely legitimate 
nature, and the order was finally revoked. 
Hundreds, if not thousands, of similar cases 
could be shown as the record of this branch 
of the Post-Office Department. Then is it 
not time that this star chamber business 
should be put a stop to by the incoming Pres- 
ident or his Postmaster-General? If they do 
this the boom which business through the 
mails will receive will make the department 
self-supporting for the year beginning with 
the fourth of March, + ¥% The Advertisers’ 
Guide, New Market, N. /. 

Mail order people are “‘ held up” to the 
tune of thousands of dollars every year in fill- 
ing orders which they never received. en 
kicks come in they fill the alleged order 


rather than provoke a controversy which 
may lead to trouble with the P.O. D. It 
isn’t right. There’s no reason why mail 


order advertisers should give something for 
nothing, but so long as Uncle Sam is dis- 
posed to give a customer the benefit of the 
doubt it may be best to do it.—Penny Adver- 
tiser, Kansas City, Mo. 


———_ +o —-—____ 
THE “HARD TIMES” STORY. 

Scene I.—"I would like to advertise if the 
times weren’t so hard.” 

Scene II. (Same man, one year later)—“ I 
would like to advertise if the times weren’t so 
hard. If the times were as good now as they 
were a year ago, I wouldn’t hesitate for a 
minute.”’—Jowa Editor. 


—_—__+o+___—__ 
HE HAD THEM. 
“Have you got low shoes?” inquired the 
customer of the new clerk. 
“* Yes, sir,’’ replied the clerk, ‘* we marked 
the entire stock down yesterday.” 
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NOTES. 


Tue New York Odéserver, established in 
1820, was the first religious newspaper pub- 
lished in this city. 

Ws. G. Jounston & Co., of Pittsburg, say 
of their clips: ** Samples free and one hun- 
dred almost as cheap.’ 

Tue Yewelers’ Circular, of New York, 
publishes a book containing the trade-marks 
of the jewelry and kindred trades. 

BeGInninG the year, the weekly Comurier- 
Sournai, of Louisville, Ky., will be changed 
to the twice-a-week Courier-Fournal. 

Tue latest proposition comes from an at- 
torney who offers to procure a divorce for the 
editor in exchange for advertising.—Ve- 
braska Editor. 

Traffic, Philadelphia, for November, con- 
tains articles interesting to those who con- 
template introducing goods into Uruguay, 
South America. 

Most of the large proprietary goods ad- 
vertisers will refuse to advertise in a pub- 
lication until it has seen at least a year of ex- 
istence.—Our Silent Partner. 

AnTHony Comstock is said to answer, 
under other names, all the ads which ap- 
pear in which there is a probability that the 
advertiser may be selling wares illegally. 

Tue L. A. W. Bulletin issues a booklet of 
all the poetry and witty sayings that have 
recently appeared in it, printed on one side 
of the page, for the use of the exchange 
editors. 

Tue Southern Stamp Works, of Richmond 
Va., inclose with their circulars a sample o 
their stamps with the words “‘ Please remit ”’ 
on it. advertising matter that accom- 
panies the stamp appears to be excellent. 


TueRE are 812 publications printed in the 
city of Chicago, and these, as shown by an 
interesting compilation appearing in the 
Chicago Tribune of Nov. 8, are Sivided as 
follows: Daily, 38; Sunday, 11; weekly, 
287; semi-weekly, 6; bi-weekly, 3; semi- 
monthly, 56; monthly, 319; semi-quarterly, 
i; quarterly, 42. 

“* Tue average publisher is very weak in the 
matter of maintaining rates when an offer is 
made. He may argue with himself that such 
and such a figure will be his bed rock price, 
but at the critical moment, when the offer is 
made and he must lose the advertisement or 
drop on price, he is almost certain to yield.’’"— 
Thomas Rees, Springfield Register. 

Tue New York Mail and Express has 
lately published a pamphlet called ‘* Success 
in Advertising,’ made up of forty-five adver- 
tisements of men’s and boys’ clothing that 
have appeared in recent issues of that paper. 
These advertisements are examples of well 
written and artistically displayed announce- 
ments, and as such are interesting to those 
who seek suggestions about the effective 
advertising of clothing, hats, shoes, furnish- 
ings, etc. The pamphlet can doubtless be 
had free on application to the Mazl and Ex- 
press, 203 Broadway, New York City. 

A PECULIAR proposition is being sent out 
to papers of from 1,000 to 2,000 circulation by 
the Sterling Remedy Co., of Indiana Mineral 


Springs, Indiana; ee of No-to-bac. 
ll o 


and Cascarets. A $10 is offered for a 
four-inch display ad, a two-inch reader and 
three two-line readers. Publishers who have 
entered into correspondence with the com- 
pany state that it is not difficult to geta fair 
rate for the space, but every effort to change 
the peculiar clause in the order providing for 
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payment at completion of contract, has been 
unavailing. Just why newspapers should be 
called upon to extend a year's credit to a 
firm with a good rating, however, is not 
made clear. This 1 requi is 
also a part of Castoria contracts, from which 
source the No-to-bac people Bye <4 bor- 
rowed their credit clause. The risk in a 
contract such as this should be partially 
meas for bya stiff rate.—Newspaper- 
m. 





FR a 
A GOOD ADVERTISEMENT. 

At a recent commencement of a certain law 
school several women were admitted to the 
bar. Among them was one who created 

uite a stir when she walked across the plat- 
orm to receive her diploma. She wore the 
deepest mourning, a flowing crepe veil nearly 
enveloped her figure, and she led a little child 
by the hand. As the company were dispers- 
ing a masculine quer commented u 
this apparition to his wife, who was with him. 
The wife did not agree with him that it was 
a curious notion of the new lawyer. 

** I think it showed her acuteness,”’ she as- 
serted. “She made us all understand her 
story by the somewhat theatrical appearance. 
She told us that she was a widow, left by her 
recent bereavement in pecuniary straits and 
with a little boy to look after, as well as to 
support herself. I think she judged fairly of 
human nature, and that she stands in a fair 
way both of proving a quick-witted lawyer 
and of getting all the work that those who 
witnessed this scene can throw in her way.” 
—Chicago Chronicle. 


+o —__. 
MONEY IN THE MAILS. 

Money never should be inclosed in letters 
for transmission through the mails. Money 
orders are cheap, and money in a letter offers 
a constant temptation to those who handle 
mail. It is practically impossible to place 
money in a letter so that the postal clerk 
into whose hands the letter falls will not in- 
stantly detect it. Paper money has a pecul- 
iar pe be unlike anything else on earth, and 
the clerk who is dishonest uses his sense of 
smell in spotting valuable letters rather than 
the sense of touch.—San Francisco Argo- 
naut, 


——————_+o-—___<—<— 
Classified Advertisements. 


Advertisements under this head two li 
without display, 25centsaline. Mi 
han in one week in advance. 
WANTS. 
G POKESMAN-REVI EW, 
KR Spokane, Wash. 
W ANTED—Advertisi scheme. _Ad-smiths, 
send for $100 offer to H. N. COPP, Wash., D. C. 
\ 7 ANTED—Small second-hand job office at a 
bargain. Address Box N., Youngstown, O. 
7 OU want type and printi machinery. See 
ad No. 1 under “ For Bale” Just wed you 
want in eighteen cities. 
VW ANTED_ Printers to wy. our 
col. - ;2 cols., $2. BUCH 
ING CO., Columbus, Ohio. 
V be pytating Soom the cine, a 
ple ng ‘or the it. yM. 
JOHNSTON, 10 Spruce St. N.Y. 
7] ANTED—All money expended for advertis- 
ing in the direction of the Hard 
W 


ware e. 
Save ication of circulation. HARDWARE 
DEALERS’ MAGAZINE, 271 Broadway, N. Y. 

‘J’ RADE paper man of experience, ability and 
r Bush desires connection with Todt jour- 
nal, thorough jou com) mt editor, 
catchy adwriter. “Highest credentials. “ Y.,” 
care ters’ Ink, 





nes or more 
‘ust be 


hal 


f-tones. 1 
ER ENGRAV- 
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ANUFACTURERS’ broker. Desirable lines 
goods, notions, cloaks, wrappers, 
ear—anything or eve! in 
Aa, * -made wear—wanted to le on 
pe roughout West Virginia and Ohio. 
Cc. 8. JACKSON, Manufacturers’ Agent and Bro- 
ker, Parkersburg, W. Va. 
M MY DESIGNS 
el ovens in two colors, for Socks a. 
bout nine copies = wos 
with old Noned covers are ne that 
attracts mtion. A striking cover o colors 
makes ev: copy cteotive, Sketch on approval. 
W. MOS’ Y, St., Elgin, Ill. 





BUSINESS proposition that is aay alw: 
A meets wit with ff favor. We want to hear 
ours. If you keep a store or are in t 
in ess, We can interest yom. 


—_+o+__ 
BILLPOSTING AND DISTRIBUTING. 


OWLAND ADVERTISING SIGN CO. | a 
N.Y. Roadside advertising a specialty. 


PRESS CLI: iS CLIPPL. NGS. 


NV ANHATTAN PRESS CLIP eo BUREAU,No. 

4 2 West I4th St. N.Y. Press clippings for 

trade journals ; ell auigocts 5 best fi facilities 
WINDOW DRESSDI re 


Poabienew windows spennsing ox 2 me WINDOW 
_: new discovery for $1. Address WI 
'G DEPT., Asso,Tr Trade Press, Wash.,D. 











SPECIAL W wi beain th 


QHREWD publishers will t iy yee 
\) with —, be a Ay opy A vies bright and @ 
| ie — ples. G. T. HAMMO) D. 





7 oie PER. 


M. fame & _ Suenteh the paper for 
e invite correspond- 
ence with Teliab le wa regaraing paper of all 


kinds. 45 Beekman St., New York. 
PREMIUMS. 
pony sone we prices right.” fay qual- 
juan an ces ave su 
ed “X. ay’ World, ‘Hecorder, "A -4 


omist, 
Brocn’s inrnit Grower and many ode Nott 
“ pulls” like seeds. ecko Hyde Park, N. 








STREET CAR CARDS. 


Oo artists have done work for the 0 Oo. be 
8. H. & M. Skirt Bin Long Hook & 


g—we 


Tell us what you want. THE ADVERTIS. 
AGENCY, Penn Mutua! Bidg., Philadelphia. 


+e 
MAILING MACH MACHINES. 
‘| HE Matchless Mailer ; best cheapest. 
I REV. ‘ALEXANDER Dick” Meridian, N. y” 
.—mr- type for mailing can be bou ht 


best and cheapest from AM. TYPEFO 
} x of co. Soe addresses in ad No. 1, under “ For 





a 
ILLUSTRATORS AND ILLUSTRATIONS. 
2 SENIOR & CO., Wood Engravers, 10 Spruce 

St.,New York. Service good and prompt. 
BAUTIFUL Dinstrations ont initials. 5e. 

nch. Handsome catalogue 1 » AMERICAN 

Bi iach. Hana CO. Newark, N. x 
er ya E outfits, paper and simplex meth- 
‘ 15. White-on- x om = Tano' oy pe sa. 
guatie 1.__ Circulars for 
stamp. H. He Anns*? 240 sad St New York. 
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PRINTERS. 
T's: -WHEATLEY CATALOGEE | = meal 
TION. Home Life Life Building, N 
'|.HE LOTUS PRESS, artistic pont ae FE 
yr 8t., N. Y. City. Send Send oti our booklet. 
E do neat, rcte papa . Cata- 
logues, Bookiete, lars, 
Ww? etc., executed ity Ww — 
‘ou want a good a ‘inthe th ‘ou wani le 
+s ook at and | —come to 70" INTE! 
INK PRESS. 10 Spruce St., New York. 


N* » F. 
I names 
are given as 
Trow Press, 


Too 





Bidg., 
) 


FOR SALE, 
[trate ad No. 1. 


scape high, prices low. See ad No. 1. 
BUYS 4 lines. 


$1 WOMAN’s WORK, ‘ORK, Athens, 


LLUSTRATED pages, izes, 7x9. Hum. ; good as 
new ; stamp for proofs, B Box67, "Hartland, Me. 


VOR SALE—A REPUBLICAN daily and weekly 
plant in 


50,000 —e proven. 


newspaper Southern New York. 
reasons for se! Address “ W. D. A.,” 
care Printers’ 
pees Sete te n established ds Golly — ha. 4 
ice in a 
Restecsoner: S —_ id op, reunii teen be 
cal man with $10,000. DW Printers a pysetl 


FP ia.00. ‘Good <oniy Rape omice. ar 
i, open, cape, Sood lifetime. Pid. 
Asheville, N. C. 


ing os $ 
dress . 
8 45 cain com: plete plete Jo 5 Bye 
J ym new. 

ters ; esses ; ae Doiler, ete. 

Paice heal reason. Without ei and boil- 
er,$350. HAROLD CHANDLE! DLER, West Sumner, Me. 
D NO. 1—We sell more tyy more aye and pei potatos? ma- 

é Cpe and = meerns, 
haces enable ws to buy 


becaus r large pi 
right oa sell to Ry ‘advemtage of our 
ers. Why buy the gx best when the best 


costs you no more?f its complete and 
save money and UR 4 AMERICA PE- 
DE 30., mn, Co: ; New 
York, Rose & e; Philadelp! ; 
ore, Frederi Water ; Buffalo, 83 Elli- 

cott ; Pittsbu: rd Ave.; Cleveland, St. 
lair & Ontario; Cincinnati, 17 Longworth ; Chi- 
, 141 Monroe; a Huron {Lg 


, 24 First ; 
ty, 533 Delaware ; Omnia, "1118 Howard ; 
Denver, 1616 BOS > 5 Portland, Second & Stark ; 





7 ALUABLE newspaper yspaper property for sale. 
\ Owing to the Inability of of the stockholders 
to agree ton the ment, I a been ap 

inted receiver of the Bridgeport Morning 

ion, and hereby offer the i pare Fe plant for aie, 
It isan ee. and 
an actual more than double 
that of any aor morn ty Western 
Connecticut, and stan iy ay 
the whole State. It is va lel with LH 4 
ing adve ents, pas commodious qi 
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ADVERTISING ee 


F Pyes win © to advertise an yt) ig anywhere 
a i EO. P. ROWELL 
ADVE SING On ty no Spruce St., New York. 


Mg mes Sg otuene =. on8 ve 

save es mo We a oe 
A DvERTISERS A 
cy, idg., Philadel 
V AINGTON ae le 502 
Bldg... Wilmington, Del. Con- 

PsP. I - business. Street cars 

and programmes a 5} . Write us. 
RO et 

ADVERTISING NOVELTIES. 


pro the purpose of inviting announcements 
of Advertising Novelties, likely to benefit 
reader as well as advertiser, 4 lines will be in- 
serted under this head once for one dollar. 
M ORE money 5 ‘mail orde! order business than 
thing else. 


a with other oF 
ion. We tell _ how and 


cu 

a 1. ab Ch Chicago 
M ERRY-GO-ROUND ND fastened 4 Bs ay. of 
of tin, with 6 r 


own fective sho’ 
Ponty GERMAN IMPORT ‘CO., 787 
Lea St., Chicago. 


furnish e 
THE NATIONAL 


North 


——__ +o 
ADVERTISING MEDIA. 


WORDS, 5 times, 2% cts) ENTERPRISE, 
Brockton, Mass. Circulation 7,000. 


40 
if Rates low. 38 38 Park ele tek. = 


A°=ue DVERTISERS’ GUIDE, New geo N.J. 6c. 
. Cire’n 3, 00. Close 24th. Sample free. 


A= ) + advertising ir PRINTERS’ INK 
amount of $10 is entitled to receive 
the paper for one year. 
T= PIQUA CALL “ wants a. ” advertisers who 
it resul Larger c' than all other 
Piqua dailies combined. LA Coste, New York. 
Ts GENEVA DAILY TIMES, only daily in On- 
Coun! Circulates in 30 towns. Sub- 


io 
omtetee price to farmers 
advertising medium in its 





.00 a year. 
rritory, 


—__+o+—___ 
ADDRESSES FO. FOR SALE, 


12, 000% printed names, names, just out of Eas 
one dollar money os ater or. L {no 
to date. 
Tish G be ee iy 216, St. Joseph, 
Lt names in any trade, in any coun 
Information on any commercial su 
here. In U. 


. Ten years establish: 
TRADE &I USTR'L PRESS, Wash., D.C. 


ers 


dress 
P. O. Box 108, Station A, Boston, 
—— +o 
SUPPLIES. 
7 AN BIBBER’S 
Printers’ Rollers. 
V fg for otobin BRUCE & COOK, 190 Water 
St., New Y: 
EYEETTEING eteua the printer— —best and cheap- 
See ad No. 1 under “ For Sale. 
7 O tax on agents. Get thelaw. 18 co) 
decisions for one dime. THE N, 
dolph Bidg., Station . C, Philac Philadelphia, Pa. 
~ TEREOTYPE, Linotype an and electrotype foot 


Tr annodes for etchi 
MencHANT & CO 7 rch 
phia, Pa. 


., Inc., ar “seh St., Philade: 
se PAPER is printed printed with ink manufact- 
the W. D. WILSON PRINTING INK 
CoO., L’t’d, +4 euay St., New York. Special prices 
to cash buyers. 





ited 
Ran- 
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ADVERTISEMENT CONSTRUCTORS. 
Mo & HELM, N. Y. : 


E advertii a A. WHEATLEY, 
or! 


FFECTIV 
4 27 Broadway, New 


E. aN Weneset, 8) list in Advertising, 
Broadway, New Yor New York. 


Gust ILLAM & SHAUGHNESSY, Advertisers, 623 & 
624,Temple Court, New ¥ New York. Write. 


ETAIL 1 grocers and arugg Got opkiy 
Re rite me. JED 5 GED SCARBORO. B 
T ton eee SY CATALOGUE side. 


TION high grade busin: +7: cata- 
logues, Home e Building, New Yor = 


Ts HE only hen 9 of (of exclusively medical and 
rms 54 eucne. dvice or samples free. 
ULYSSES G. MA ING, South Bend, Ind. 


‘ALL on menegee er of ne nearest branch AM, 
/ TYPEFOUND RS’ CO., addresses as per ad 
No. 1 under “ For Sale,” and get posted o: 


BAL. is attention! Have me arrange 
id dress your eden = = gj ee 
to make them 


submitted. HARRY c- WINA ON Bes Box i noe fy Ark. 


A%Ss = poy and type used in PRINTERS’ 

e di of people who have 
their's ~ TL rt po by me. WM. 
JOHNSTON, — 10 Spruce 
St., New York 


were ur a n ads. 8: Save money and get 
Best id Our Clipping . wil 

send 7a the latest in — line of trade. 
Wan (particulars? ASSO. TRADE & INDUS. 
HAVE made a smal! booklet which, for 
want of a better title, is identified in my office 

by the word“ How lam =< => 


wish every business man to have copy. Ask 
for it. CHARLES AUS s, Vanderbilt 
illustrat- 








TIN BATES. 
bldg., N. Y. | Saang advice, writing an 
ing for advertisers. 

wir to us about booklets. Write to us 


cir- 
culars. Write to us about advertising. It will 


be time , however, if you are looking for 
“cheap” help. a are pay J nothing but ‘h- 
toned adve' rices fit our work. 


MOSES & H HELM 
111 Nassau St., New York. 


UR little book on “ n “ Booklets ” is out of print, 
but as soon as we can get a second ition 

from the +a you shall have one for 10 cents in 
, —— in two colors, with cover de- 
sign by one of our cleverest designers. Ten thou- 
sand of these booklets scattered throughout the 
land brought = oe twenty- 2 hundred dol- 
lars’ worth ey Ww wn medicine, 


ok ao 
pc see, and i ky ite us. THE ADVER: 
ERS’ AGEN enn Mutual Bldg., Phila. 
’ ‘HE Syrians have roverb which 
“When you hit, Sure. Phen ‘ou feed, 
When you doa thing, do it carneuy, pt 


ly, L——— —, There’s a lesson —- for way 
en 


‘elm, Bert M. Moseg), 





—~—y" men 
‘ou awe eas force and stre: 
ing. Make it be 
distinctive than that of your competitors. If yes 
cannot do this alone, we can help, We can be of 
great assistance in the planni 
of methods and a. in 


justratin: ou 
Mt SES e HELM (c c Ban Helm, Bert M. Moses), 
1 Nassau St., New Y: 


V TE Le nee believe that on that one man can know it 
Hence we have increased our force 
from & to ten pam, s who give us the benefit 
of their advice. me of these men are adver- 
b= | ris in this for the ae business enter- 
country is 

pt he saioe way, 
the time, a staff of A to ae work for us “on 
call.” 197 d 
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Mr. Indefatigable Kramer, as he is 
sometimes called (of No-To-Bac, Cas- 
carets, and Indiana Mineral Springs 
fame), has given a big contract for 
space in the Street Cars to advertise 
the Cathartic Candy that ‘‘ works 
while you sleep."’ 

He has con- 
tracted for 
space in all 
the cars of 
Gero. KIssAM 
& Co. (5,000 
altogether) 
foma year, 
white 
amounts to 
quite a tidy 
little sum. 

Mr. Kramer 
has fully in- 
vestigated 
StreetCar 
Advertising 
before ventur- 
ing to take 
such a 
plunge, and his experience may be 
taken as conclusive, for he is well 
known as a shrewd business man and 
a close buyer of advertising space. 

From small beginnings Mr. Kramer, 
by his inimitable energy and push, 
has built up an enormous business, 
which is now one of the successes of 
the patent medicine world. 

A visit to his place at Indiana Min- 
eral Springs lately brought to light a 
man of restless, almost superhuman, 
energy—a new Napoleon, perhaps— 
with a brain of wonderful activity and 
restlessness, continually planning and 
conceiving, 
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Tall and well built, Harry L. Kra- 
mer is a man who would make his 
mark anywhere as a man of work, 
of energy and of magnetism. His 
original, almost startling, methods are 
pre-eminently ‘‘ Western” in concep- 
tion and consummation. He writes 





his own advertisements, all of which 
are characterized by wonderful origi- 
nality and a desire to get out of the 
beaten track. 


Mr. Kramer is comparatively a 
young man, not over thirty-five, and, 
if he does not wear himself out by 
over-pressure, will undoubtedly be- 
come a man of mark. 


We reproduce a couple of Mr. Kra- 
mer’s Cascarets cards. They are 
very strong and striking. They at- 
tract notice and compel attention. 
Furthermore, by the amount of Case 
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carets which we understand from good 
authority has been sold, and from the 
fact of his new contracting for so 
much space, they evidently bring busi- 
ness, 


ANDY CATHARTIC 


CURE CONSTIPATION 
10¢.25¢. 50¢. 


STOP THAT 


Mr. Kramer has, more than any 
other advertiser in his line, used a 
vast amount of bill-board and street 
car space. He is a great believer in 
strong display and striking head-lines. 
His newspaper and magazine adver- 
tising is carried out on the same plan, 
and he has done what very few people 
have had the ‘‘nerve” to do, viz., 
taken half a page in one ef the most 
expensive papers of the West to ad- 
vertise a ten-cent article (Cascarets). 

Indiana Mineral Springs is the name 
of the place where Mr. Kramer gives 
‘* Mineral magnetic mud baths”’ to all 
who wish (and pay). ‘They are said to be 
good for rheumatism, kidney trouble 
and many similar complaints. They 
are not advertised in the street cars, 
and hence are, perhaps, not germane 
to this article, but they show the 
many-sided nature of Mr. Kramer’s 
business investments. 


HEADACHE. 
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Street Car card is an excellent thing for 
making sales, 


& X (DOUBLE X) SILK FINISH 


DRESS STAYS 


MAKE THE WAIST AN INCH SMALLER 





Shepard’s Tea is another article 
which is making a success in the 
Street Cars. The sample we show of 
their advertising gives a good general 
idea of the style. 


Don't Grewl 
if the tea doesn't suit you—buy 
the kind that suits everybody— 


SHEPARD'S 
“‘DRAWING-ROOM TEA 


GROCERS NAVE Nn 








Pot Up in 


1-4, 1-2 and 1 1. Packages 











Few of these cards come up to the 
plane of Sapolio or one or two others 
which we have already mentioned. 

Street Car Advertising is yet in its 
infancy, and perhaps we are safe 
in saying that the majority of cards 
we see in the cars are at most 
mediocre. The general plane of ad- 
vertising is mot as high as in the mag- 
azines, for instance; that is, they lack 
in effectiveness and in point—than 
which nothing is more needed in 


“MAKE THE WAIST AN INCH SMALLER.” 
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DRESS STAYS. 


READY 





The cards reproduced herewith of 
‘* Ever Ready Dress Stays’’ are sam- 
ples of a style of street car advertising 


which is not in general use. Whether 
this is to the loss of the public or 
street car advertiser, who can tell? 
At any rate, ‘‘Ever Ready Dress 
Stays”’ are a great success, and hun- 
dreds of thousands of them are being 
sold through the Street Cars. 

Dress Stays are a good example of 
the kind of article that sells wel! in the 
Street Cars. They are for the women 
exclusively ; when a woman is on her 
way to the store to do her shopping, 
a little reminder. in the shape of a 


Street Car cards. 

The fact that, notwithstanding this, 
they have been successful, speaks 
volumes for the real value of - space in 
the Street Cars. 

Meantime, when space becomes more 
valuable and competition more severe, 
when the great battles of advertising 
are waged in the Street Cars, instead 
of as they now are, in the newspapers 
and magazines, we may hope to see the 

enius of Street Car Advertising arise 
if he is not already amongst us) and 
show to the waiting world the possi- 
bilities in orig’nal and effective Street 
Car Advertising. 
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A JOURNAL FOR ADVERTISERS. 
ednesday. Ten cents a copy. 
, five dollarsa year, in advance. 
Six dollars a undred. No ge ery 
veri 


a paid Subeoription from 





Ea a eg 
su name. 
at the expiration of the time paid for. 
Oscar Herzserc, Managing Editor. 
Peter Doucan, Manager of Advertising and 
Subscription Department. 


New York Orrices: No. 10 Spruce STREET. 
Lonpon Acent, F. W. Sears, 108 Fleet St. 
Cuicaco, Bennam & InGraHam, 315 Dearborn St. 


NEW YORK, DECEMBER 23, 1896. 











AN ad must be more than pleasing ; 
it must convince. 


THE only way to make a trade-mark 
valuable—advertise it. 


THE man who studies himself, and 
through himself studies other people, 
is likely to make a good advertiser. 


THE Improved Order of Red Men 
prints 10 newspapers, with a combined 
circulation each issue of 6,655 copies. 


SomE of the great dailies believe so 
thoroughly in advertising that they use 
a great part of their reading columns 
in puffing themselves. 


THE mistake most advertisers make 
is to spread over too much territory, 
and the shot, being scattered, is of 
course not very effective. 


THE great object to be aimed at in 
display is to so construct an advertise- 
ment that it will at once draw the at- 
tention of the readers of itself, in the 
midst of the great number of other ad- 
vertisements. 





AN adwriter ought to inquire as care- 
fully into the thing he’s going to write 
about as he would were he buying it 
for his own use. Also, he ought to be 
able to discover selling points about 
the thing that its owner hasn’t seen. 


THE Binghamton (N. Y.) Home 
Magazine for December contains an 
interesting article on ‘‘ Commercial 
Museums: A Modern Idea,’’”. which 
will be of interest to all who are seek- 
ing a foreign market for their goods. 
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PictrurEs of winsome, sunny-faced 
children are among the greatest eye 
attractors that the advertiser can util- 
ize. Especially do they appeal to 
every woman. The success of the 
Wool Soap babies, the Crystal Soap 


tury. Children, and many others, proves the 
undred truth of this. 


A DEEP and varied knowledge of 
human nature is the first requisite of 
advertising. To attract and hold the 
attention, to persuade, to convince— 
these are the psychological problems 
to be grappled with. A merchant who 
does not give his advertising the clos- 
est and hardest study has no good 
reason to complain of failure. 





In the New York Herald, of Sunday, 
December 13, appeared a double-page 
colored advertisement of the Siegel- 
Cooper Co. The advertising manager 
of the company, Mr. Charles F. Jones, 
who planned the advertisement, says 
it is the largest colored advertisement 
that ever appeared in any publication 
in the world, and cost $5,000 for one 
insertion. The work was executed 
and printed by the Heradd. 





A COMMERCIAL traveler canvassing 
the manufacturing city of Lawrence, 
Mass., reports that the papers read 
there are the Lawrence dailies, the 
Boston dailies and the New York 
World. One druggist said that the 
Lawrence 7e/egram is the paper for an 
advertiser to use. The American 
Newspaper Directory, however, credits 
the American with a circulation ten 
times larger than it accords the 
Telegram. Can it be possible that the 
editor of the Directory has made an 
error? 





ADVERTISING is a struggle for exist- 
ence, in which the law of the survival 
of the fittest holds good. When 
everybody advertises somebody must 
excel in order to receive attention. 
Good ads create and cultivate a higher 
public taste. They spoil the public’s 
appreciation of old-fashioned ads. 
Advertisers who have been getting the 
‘*plums”’ have been feeding the public 
on fine illustrations and bright, crisp, 
fresh ads each insertion. They say 
little, but say it well. They make 
their ads beautiful to look upon. The 
advertiser who would succeed must 
keep pace with them, or even eclipse 
them.—Advertising Experience, 
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It is possible to waste space by 
crowding too much into it. 


To be entitled to pass through the 
mails as second-class matter a publica- 
tion need not necessarily be printed 
from type. An interesting example of 
a regular publication carried in the 
mails at a cent a pound is the Fore- 
dragsholderen, published at Robins- 
dale, Minn. The subject matter is 
evidently written out with prepared 
ink on paper of about the old-fashioned 
foolscap size, and reproductions are 
then made by the gelatine process so 
familiar in most offices a number of 


years ago. 


THE Boston Post comes out with a 
statement that must be an eye-opener 
to a good many people. The /ost 
asserts that in the great metropolitan 
district, including the cities of Bos- 
ton, Cambridge, Somerville, Malden, 
Everett, Chelsea and Brookline, with 
a population of about 750,000, the 
Posts sold every week-day morning 
are more than twice as many as there 
are Globes sold. That the Posts sold 
in thisregion every week-day morning 
are more than twice as many as there 
are Heralds sold. That there are 
more /osts sold in this region every 
week-day morning than of Heralds 
and Globes counted together. The 
publishers of the /ost offer to give a 
thousand dollars to the Boston Asso- 
ciated Charities if either of the state- 
ments above recorded can be shown 
to be untrue. 





IT is common, in cases where ex- 
pected results do not come to adver- 
tisers, to say that the advertising must 
have been bad. But this does not fol- 
low. It is quite possible to do what is 
universally considered to be good ad- 
vertising, to place it in what all will 
acknowledge are appropriate media, 
and in addition to do all that lies in 
mortals to deserve success, and yet 
fail to command it. This is a hard 
saying, and we doubt whether those 
who are professionally interested in 
advertising will thank us for saying it, 
but the fact remains that advertising 


an article does not always pay for }, 


itself, and that the want of paying 
power is not necessarily due to de- 
merits or want of judgment in the ad- 
vertising. That in these cases there is 
some latent defect in the advertis- 
ing cannot be doubted ; but what it 
is remains a mystery. 
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MANy men achieve success, but few 
retain it. The recent failures of some 
of the most prominent firms in their 
lines attest this fact. The reason is 
plain. When once ahead they expect 
to keep in advance of their competitors 
by the momentum simply which they 
have acquired, forgetting that those 
behind have ever been increasing their 
speed and are still bending to the oars. 








THE Chas. E. Hires Co., proprietors 
of Hires’ Root Beer, in offering an 
issue of $200,000 worth of stock to the 
public, among other statements make 
the following, which are interesting 
from an advertising point of view: 

The business of Hires’ Root Beer 
was established in 1870. _Its sale the 
first year it was introduced was only a 
few hundred packages. The second 
year it was 3,000, and so on upward 
until in the tenth year the output was 
nearly 400,000 packages. The last 
eight years have, however, witnessed 
still greater growth, the figures going 
up sometimes in jumps of 50 per cent, 
until the sale last year was over 
3,500,000 packages, the equivalent of 
17,000,000 gallons. ‘The company has 
spent in advertising over $2,000,000. 
It states that it has no liabilities what- 
ever—an excellent showing in these 
days of business done largely upon 
credit. 


CUTS FOR RETAIL ADVERTISING. 


Mr. Philip A. Conne, advertising 
manager of the Hud, Chicago, re- 
cently made the following sensible 
remarks anent the use of deceptive 
cuts in retail advertising : 


The illustrations we use are actual pict- 
ures —drawings—of the goods we offer. 
They are fashion plates. I do not believe a 
store can afford to use out-of-date cuts. On 
this principle : There are in every communit 
a certain number of people who are very well 
informed upon each article we offer for sale. 
As, for instance, hats. The hatters in town 
know just as much about the hat styles and 
qualities as we do. They read our ads and 
see our illustrations. We talk about our 
new style hat and show a cut of a last year’s 
style maybe in connection with it. That cut 
is shown to represent the hat we are talking 
about, else it would not be there. The hat- 
ter knqws that is not a new style and is irre- 
sistibly compelled to think we-are not strictly 
onest. But it does not end there. That 
hatter wants clothes. He reads our ad and 
sees our cuts there. The clothes may be all 
right, but the hatter is not coming to see. 

e remembers his experience with our hat 
advertising and puts the same construction 
on our clothing advertising, naturally, and 
goes somewhere else for his clothes. And so 
on, until eventually each and every depart- 
ment is found out and discredited. . 
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. A BREWERY ADVERTISEMENT. 


One of the greatest bits of local ad- 
vertising on record has just been car- 
tied through by the Henrich Brewing 
Company of Washington. The com- 
pany has lately finished the building and 
fitting of a large and model brewery, 
embracing all the latest good things in 
the way of apparatus. This attractive 
plant supplied the ground-work of the 
advertisement. The Henrich brewery 
has been designed and equipped to 
cater to all kinds of local business, 
from the highest priced bottled prod- 
uct to the low-priced ‘‘schooner.’’ 
This reach and variety of trade were 
not forgotten in the arrangements for 
the great advertisement. 

A week was given up to showing the 
brewery and its operation to the in- 
habitants of Washington, to inducing 
them to come, and to making their 
visit agreeable. To these ends the 
community was divided into the classes 
and the masses. The classes were first 
taken in hand, and to them invitations 
were sent individually through the 
mail. A broad view was taken of the 
position or circumstances that lifted a 
man above the crowd, and that was a 
drawing card in itself. Three days 
were given to the classes. The brew- 
ery being distant from street car lines, 
free carriages were run between it and 
them. ‘The visitors were taken by 
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elevator in squads to the top of the 
lofty brewery, and as they descended 
by easy stages, lecturers explained to 
them the processes- and apparatus. 
This was not only interesting but im- 
pressive. Nothing so absolutely clean 
and pure from start to finish had ever 
come into the ears or eyes of the thou- 
sands that saw and heard. Think of 
distilled water and the machinery and 
other apparatus so automatic that not a 
human hand comes into contact with 
the brew! 

The inspection finished, each visitor 
was directed to a large, decorated re- 
freshment hall and generously served 
with a collation, accompanied by un- 
limited draughts of the beer that he 
could truly say he knew. 

Two days were given to the masses. 
Among these were the labor organiza- 
tions and, as part of them, such negro 
workmen as were organized; as, for 
instance, the Hod Carriers’ Union. 
This was important, because one-third 
of the population are negroes and they 
consume much beer of the cheaper sort. 

The last day was devoted to the la- 
dies, and the affair having been well 
worked up by that time by the home 
talk of the men, the closing day was 
as successful as any in the estimation 
of the management. C. F. B. 

— ee 

ARTICLES of universal use are the 
most profitable articles to advertise. 








Firty-Six Years of SOLID SUCCESS 














AN AD FROM THE “MUSICAL COURIER,”’ N. Y¥. 
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ADVERTISING A NEW PROPRIE- 
TARY REMEDY. 


THE SUCCESS OF R. T. BOOTH IN A 
SHORT TIME—HE GIVES HIS IDEAS 
ON THE SUBJECT. 


The success of Mr. R. T. Booth, of 
New York and London, shows what 
advertising will sometimes do in a 
short space of time. It is only a little 
more than a year since Mr. Booth be- 
gan advertising his remedy, called 
‘*Hyomei,” in a modest way in a few 
papers. This year his ad appears in 
more than three hundred papers and 
periodicals, at a cost of $14,000 a 
month. 

Thinking that Mr. Booth would 
have something to say of real interest 
for readers of 
PRINTERS’ INK, I 
called at his offices 
on Twentieth 
street, and stated 
my errand. 

“I don’t know 
much about adver- 
tising,” said Mr. 
Booth, shaking his 
head. “I see 
PRINTERS’ INK, 
and read what 
others have to say, 
but as for being 
posted on the sub- 
ject, lam not. Ad- 
vertising must be 
studied, the same 
as any other busi- 
ness, and, as 
haven’t the time 
or inclination to do 
that, I leave my 
advertising to Mr. 
George Batten, who knows what I 
want.”’ 

After this frank expression of opin- 
ion, I said: ‘* But do you not know 
what you want?” 

‘*Only in a general way. I do not 
know what papers or magazines I 
want, but I rely upon the knowledge 
of an advertising expert to pick out 
the right ones for me. If he makes a 
mistake, and the advertising does not 
bring in returns, I will soon find it 
out.” 

Then I asked Mr. Booth who pre- 
pared his advertising. 

“*T do,” he replied. ‘‘I write the 
notices that appear in the newspapers, 
and I have written my own pamphlets 
and circulars, If a man has the abil- 





R. T. Boorn. 
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ity I think he shoukd prepare his own 
advertising matter. He knows more 
about his business than any one else. 
The questions of typographical dis- 
play and arrangements he should leave 
to those who understand that part of 
advertising.’’ 

I next asked Mr. Booth when and 
how he began to advertise. 

In reply, he said: ‘‘ For many years 
I had been engaged in platform work, 
preaching and lecturing to large audi- 
ences. In 1881-82 my health broke 
down, and symptoms of consumption 
showed themselves. I went to the 
south of France, and then I was ad- 
vised by an eminent English physician 
to go to Australia, and there I found 
relief, Meantime I studied the nature 
of my malady, and 
‘Hyomei,’ the 
Australia ‘dry air’ 
treatment, is the 
result. As to the 
merits of my rem- 
edy for throat and 
lung diseases by in- 
halation, I leave 
that to the public. 

“For some years 
I did no newspa- 
per advertising, 
and the sales of 
*“Hyomei’ were 
pushed through my 
individual efforts. 
Soon the business 
increased enough 
to justify mein 
spending some 
money for newspa- 

er advertising, 
pamphlets and cir- 
culars. Then I 
began to receive complimentary let- 
ters and indorsements from those who 
had been relieved by using my treat- 
ment. In my first pamphlet, issued in 
January, 1895, there was not a single 
testimonial, because I had none. The 
second edition, published three months 
later, contained just 24. At present I 
have several thousand, and they have 
come unsolicited.”’ 

Mr. Booth went to his desk, and 
took out a big bundle of letters of 
recent date. 

‘* Here,” said he, ‘tare some that 
came in during the month. Hardly a 
day passes now that I do not receive a 
letter which I might publish as a testi- 
monial. The fact is, I make these 
letters the prominent feature of my 
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advertising. There is no doubt but 
that these testimonials have been the 
means of selling my remedy.” 

**Don’t you think that there has 
come to be a general feeling that testi- 
monials for proprietary medicines don’t 
count for much, as they are often 
‘faked’ and unreliable?” 

‘Yes; I know that people don’t 
take as much stock in testimonials as 
they used to. Every advertiser of pro- 
prietary medicines has to meet this 
kind of skepticism and dispel such 
doubts, I have the originals of all 
letters, and it would be a mistake if I 
used one that exaggerated or was 
found unreliable. 

‘*My argument to the reader has 
been this: Why should I use a false 
testimonial when I have hundreds that 
are perfectly reliable? So, I say, it 
would be foolish for me to spend thou- 
sands of dollars in advertising, and 
endanger it all by publishing a single 
‘fake’ testimonial. 

‘*Thus I try to have the reader and 
the public put absolute confidence in 
all my quoted letters or indorsements. 
They are to-day the most prominent 
feature of my advertising, and I ex- 
pect they will be for some time. It is 
surprising how much material for ad- 
vertising I can get from such letters. 
For example, in a letter from a Brook- 
lyn clergyman occurred the phrase, 
‘ Pass-it-on society.’ I took that up, 
and there is now a society of that 
name, composed of men and women 
who believe in my remedy and pass it 
on to others.” 

In reply to my inquiry as to the kind 
of advertising which he considered 
most profitable, Mr. Booth said: 
‘* That is just what I am trying to find 
out mgoul At present I am inclined 
to think that the newspapers yield the 
best returns, in proportion to the 
amount expended.” 

‘*What papers are you using?” 

‘*T am advertising in the New York 
dailies, but I am using about three 
hundred religious and educational 
publications. They seem to be as 
profitable mediums as any for proprie- 
tary medicines. 

“‘Do I key my ads? Sometimes ; 
but I don’t think much of keyed ads, 
except for some special purpose. I 
think many advertisers spend too much 
time and effort trying to find out the 
exact circulation and influence of vari- 
ous papers.”’ 

. In conclusion, Mr. Booth said: ‘‘I 


have made a few mistakes, but that 
has not weakened my faith in newspa- 
per advertising. I think the new ad- 
vertiser should go slow at first, and 
then if the results are not satisfactory 
he can change his plans and methods.” 
L. J. VANCE, 


GETTING IDEAS. 





Some one has said ‘‘ that it takes a 
diamond to cut a diamond,” and we 
are all conscious of the fact that seeing 
some one else do a. thing frequently 
suggests to us some different method 
of accomplishing the same purpose. 
Why not, then, fully employ this phe- 
nomenon in your business experience, 
or, in other words, why not make an 
occasional trip to the nearest city for the 
primary purpose of observing how oth- 
ers dispose of their wares? Visit the 
various departments, examine their of- 
ferings and the arrangement of their 
goods, note their methods of display, 
the dressing of their show windows, 
the conduct of their clerks, the pro- 
visions for the comfort of their patrons, 
and their system in all departments. 
In fact, use your eyes on everything 
seeable.—News for Buyers. 
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TuIs advertisement is founded on 
the following quatrain which appear -d 
in PRINTERS’ INK : 

Money’s close, 

Says the grocer. 
Advertise— 

It will come closer. 

It is reproduced to show how an ad- 
vertiser can utilize everything he sees, 
even an insignificant punning jingle. 
This ability to press into service all 
the ideas that are only waiting to be 
captured is one of the most valuable 
that an advertiser can possess. It is 
largely a matter of training. 

















PRINTERS’ INK. 


REMARKS, 
By Bert M. Moses. 


The man who writes the letters in 
the office is the man who either lands 
the orders or turns them away. The 
advertising man’s duty is ended when 
the letter of inquiry comes. The man 
who writes good letters and the man 
who writes good advertisements are 
the boiler and engine of a business 
concern. * * 


Magazine covers are usually made 
of white or yellow paper. This is be- 
cause those colors do not fade. A 
faded cover is a bad advertisement. 

* * . 


The advertising manager of one pro- 
prietary medicine issues a little local 
paper. He gets out a special edition 
for each town. He fills it with testi- 
monials of residents of the town in 
which it is circulated. These special 
editions are rather expensive, but they 
sell medicine. 

s - - 


The same advertisement that sells 
goods in one town won’t sell goods in 
every town. The local conditions 
must be considered always. Even 
when they are considered, you are apt 
to miss it every once in awhile. I 
once asked the editor of a periodical 
devoted to advertising : ‘‘ Why don’t 
you reprint advertisements that are 
known to have been effective?’’ He 
said : ‘‘ What’s the use? Chances are 
they wouldn’t prove effective a second 
time.””"-- 5 * * 


It is an art to be persistent without 
being offensive. The man who has 
mastered that art ought to get the big- 
gest salary in the establishment. It 
takes a master to make a customer out 
out the person who says: ‘“‘ No, not 
to-day. Maybe I’ll come in again” 
(or ‘‘ write again,” as the case hap- 
pens to be). 


i ae 
MISDIRECTED. 


A big Boston china store recently received 
a consignment of goods from Germany. 
representative of the house had ordered in 
that country a variety of goods, and among 
them a lot of the cups which are beautifully 
labeled ‘* To My Brother,” “To a Friend,” 
and so on through the list of human relation- 
ships. He had ordered with the rest a lot of 
mustache cups. They were well and duly 
made, but great was his astonishment when 
the consignment arrived to find the greater 
number of the cups so contrived to protect 
the beverage against the masculine hirsute 
adornment labeled thus: ‘“To My Sister,” 
“To My Mother,” “To My Wife.”—Bos- 
ton Transcript. 
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ORIGIN OF BILL-BOARDS. 


There is good authority for the state- 
ment that bill-boards first came into 
use as advertising mediums in London, 
about 1740. A street crier named 
Loomis, so the record states, obtained 
permission from the authorities to erect 
on vacant lots a number of boards, 
upon which he placed official advertise- 
ments of the city. The boards were 
constantly surrounded by the populace, 
who read the announcements instead 
of hearing them shouted out by the 
crier. A Jewclothier, with the charac- 
teristic shrewdness of his race, saw an 
excellent opportunity to get before the 
people an advertisement of his goods 
and of his business. He applied to 
Loomis for permission to have his busi- 
ness announcements placed by the side 
of those of the authorities. The pro- 
posal was referred to the Londen city 
council, and after long debate it was 
decided that the Jew could have the 
privilege by paying so much a year to 
the city. He agreed, and thus the first 
poster was stuck up. Of course the 
Jew’s example was followed by other 
merchants, and Loomis, who received 
a commission for posting, soon had 
bill-boards all over the city. His busi- 
ness grew to enormous proportions, 
and he retired a rich man. From that 
small beginning the custom has spread, 
until bill-boards are now the most 
prominent features of civilization.— 
Trade Press. 








+o 
A DES MOINES (IA.) EFFORT. 





Hi—Beg pardon, Miss! My. vision is 
bad. I didn’t see you. : 

She (indignantly )—That isa poor ex- 
cuse, sir, when you have an:optician in 
your city like 


Harry P. Holmes, 


611 EAST LOCYUST.. 
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BRIGHT SAYINGS OF ADVER- 
TISERS. 


(we sovicrt “‘ BRIGHT SAYINGS "’ FROM EVERY- 
WHERE. 
We fit the hard to fit. 
Our jurors have been the public. 
Tuey fill the bill for they fit the foot, 
Tue greatest rubber seller is a rainy day. 
THEY’ RE up to date and they’re down to par. 
ALL things come to him who hustles while 
he waits, 
Every price here is but the ghost of its 
former self. 
A LITTLE snow storm now and then 
Is relished by the rubber men. 
Next to a pretty girl, there is nothing 
nicer or sweeter than our white clover butter. 
Tuere is a tide in the clothing affairs of 
men, which taken at the flood, leads on to 
the saving of many hard-earned dollars. 
Crever girl, there’s no denying, 
Is the girl who doth equip her 
With hae ge rubbers, storm-defying, 
ied the Candee “* Beacon Slipper.” 
Just as many fine words can be written 
about a worthless article as about a good 
one. For ourselves, we depend a good deal 
less on our advertisements than we do upon 
other things. 
Your faithful $3 feet. are rendering you the 
t of service and deserve the best of $3 
shoes. Why not be as faithful to your feet 
as your feet are to you? If you have 


wearing “‘ ordinary ”’ $3 shoes, for a change 
frie’ them the best $3 shoe made—give them 
fe’s $3, ladies’ or gentlemen’s shoe, and 


Site the decided difference. 


ARRANGED BY STATES. 


Adeershemente under this he this head 50 cents a line. 
handed iu oue week in advance. 


CALIFORNIA. 


QOOTHERN CALIFORNIA’S matchless paper, 
\ Los Angeles Toxes. Cire’n over 18,000 daily: 


GEORGIA. 


Usic rae SO R, Dalton, Ga., sworn circ 
mY Leading musical | 
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circulation 
p in the South or West. ‘Ads in 
A VAI. ARCED ads aid advertisers to soqure re re- 
ive returns. HITFIELD 
Ga. Sworn circulation of of 


AvsLavenn, Dalton, 
circulation of any paper in Cher- 
ee, Ga., outside of Rome. 


blication in 
— 











MISSOURI. 
att the oe ry hh HERALD—8,000 d., 
8., , New York. 





Gs Gi" county. "Best St Pi tol heb growing 
NEW JERSEY. 
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| 5 pena pr LEADER, oleeding afternoon 
paper and the 























GHAMTON MEARE. to —=—4 paper, fil) 
BY full of live local and puainers zo baller 
plate, no 1 fake es, 
fid of ie consid. 

go LEADER, first-class penny 

afternoon paper. Most important daily in 

that city, comman the respect and confi- 
—— readers —_. ae SF gate. pom om to 

me 


every —_ ei, Dally 9 ths. Weekly, be / 5 600. More 
weeklies ‘combined. vail the ‘+e B WITH 


SPECIAL AGENCY, rs Ati Foreign Adver- 
tising, New York and C 


NORTH CAROLINA. 


gt ay mg a the best. The Charlo 

News has . ae of on 

paper, Ey the jURG TIMES has 
the circulation of a's oe soy ly paper, in 
Meckientere Ot County, pop’ —— — 50,000. 
are rete 


well’s 
bie For tenthad j - 1 address W. C. 


WD, publisher, Charlotte, N.C. 


PENNSYLVANIA. 
| NTELLIGENCER, Deytestows, 
pers in the coun’ eek. 
daily established ; panchest 
oO 
po = iy exclusively home ade papers in the county 


never having reso matter nor patent 
sheets. for map showing circulation. PAS- 
CHALL & CO., Doylestown, Pa. 


TEXAS. 


ALVESTON TRIBUNE. 
G 























(jALVESTON TRIBUNE, a money winner. 





G ALVESTON TRIBUNE, the most influential. 





a ay 7 TRIBUNE, prosperous and pow- 
Gt Leads th the afternoon procession es 
ALEPSTON aeons makes money = it- 


ll make it for you. Thorough] 
—s Ry date. for with ali modern mechanical ‘aol 


ances. A live paper for live people. 
ALVESTON TRIBUNE, every copy counts. 
G City circulation larger than an: SL wepe, r 
in Texas. A Civident-pe7ing ™ ed 
by the brains and capital of the city. 
GALVESTON TRIBUNE, Daily four 
day twelve pages and Weekly 
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ula- | all don Bas Bo wtp publisied S as Fon A-4 


Vice Pres. * pred hase, 
wig and Bus. an. arence Ousley, Editor. 
C. Beckwith Spec. dg’cy, sole agents. 
































NEW YORK. 


B INGHAMTON LEADER. 








_e LEADER, the tea table favorite. 











VIRGINIA. 
a RG NEWS; only morning i 25,- 
000 po} tion ; established 
Sunday, jreekiy, 3. 000. Le Let ussubmi Lad 
xamil r 
west of Richmond. H. D. LACO STE, Park 
Row, New York, M: Foreign Advertising. 
WASHINGTON. 
gatas TIMES. 
eae TIMES is the best. 
, | ‘HE TIMES is the home paper of Seattle's 60,000 
people. 
—O largest circu tion of an: ove paper 
north of San Francisco. dj me 
WISCONSIN. 





7 HE ag Richland Center, Wis. 
German. Covers the field, Clean and 
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UOPERIOR makes 
3,300 ‘Adv. rales of 

LA COSTE, $8 Park Row, New York 
CANADA. 

36. -00) “gusdee 4 Ene yous 30 best 


EDESBA 








in Prov. 
‘ad Agency, 








Displayed Advertisements. 


50 cents a line ; $100 a page; 25 per cent 
extra for specified position—t/ granted. 
Must be handed in one week in advance. 


AGRICULTURE. 
BREEDER AND FARMER, Zanesville, O. 








TEXTILE. 
TEXTILE WORLD, Boston. Larrest raving. 


MOTOCYCL. 
MOTOCYCLE, 1656 Sonadaock Block, Chicago. 


DEAF Hy) We'll send list of aids for bearing. 








CLAFLIN OPTICAL CO., Wash. 
Lynchburg NEV NEWS {3:089 Weck: 


IRECTORIES. 
LASHER’S DIRECTORY of the Wholesale Gro- 
os and Canners ~ ~~ of the United 
es and paid on receipt 
GEORGE F. LASHE lelphia, 
EDUCATIONAL. 
was! SOUTHERN SCHOOL, ag et Ky., 1895, 
sworn circulation 6,092 pom = a 
cireulationin t Louisville, Official 
organ Ky. and te Boards of f Education. 
Rates cov sample az 
GROCERIES. 
‘Bre Philadelphia, Pa. 











° ; oltaide 





rid. * Send for tres sample copy. 
GUARANTEED CIRCULATIONS.—The circula- 
tion of the following papersis guaranteed by the 
publishers of the ASERICAN NEwsp. a 
ORY or 1896, who ny & PAY A REWARD OF $100 in 
each and every case where it shall be proved that 
the paper was not —_- ~ a accorded. 
EIGHT-HOUR HERALD,’ Chicago, 17,370. 
KANSAS. 
TOPEKA (Kan.) ENDEA VORER,n0t less than 2,500 


MAINE. 
0. C. ADVERTISER, Norway, Maine (local), 2,340 


The Evening 
~~ Journal, 


JERSEY CITY, N. J. 
Average Daily Circulation for 1895, 
14,362. 

Guaranteed by American Newspaper Directory. 
‘FISHERS OF MEN” 


The shrewd ag ad who drops his 
‘nto the Jackson, Tenn 











wh - x G == 
goed entch,, 
mon @ radius 0! 
= eres per i veritable Alex- 
antes Sans in its territory. Jack- 
up-to-date city of 15,000 
inhabitants eyed a clam or a 

mumm; It is 

d ‘educational center and 
- ti — of 309,000 people 


The Wise ist is thekey to the situation. 
bn J. Brooxs, Prop’r, Jackson, Tenn. 
H. D. LA COSTE, 

EASTERN REPRESENTATIVE, 39 PARK Row,N,Y, 
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STAMES EOF FOELER RANE ee 
pe @ 
Son than any cther | yet ag et rates, 


C. Geo. Krogness, Marquette Bidg. 
Chicago, Ill., Western Agent. 


RECEIVER’S SALE OF 
PRINTING BUSINESS 


In Chancery of New poms! in the matter 
of the 


HOLBROOK PRINTING CO. 


Having taken charge of the business of 
this company and restored it to a paying 
basis, I am row authorized to offer the prop- 
erty, plant and business for sale, as a going 
concern, and notice is hereby given that on 
Wednesday, December 30th, at 2p. m., 
on the premises, No. rr Mechanic Street, 
Newark, N. J., I will offer for sale by public 
auction, the entire property and plant of the 
Holbrook Printing Company, with the good- 
will of the business. The company has been 
established for fifty years, and has a reputa- 
tion second to none in New Jersey. Further 
information may be had of me at the com- 
pany’s office. 

Lawrence S. Morr, Receiver. 
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‘ To Ocean 
Fildes 


The Union 3 
Gospel News 
its Wav ; 


Being undenominational and 
reaching thousands of homes 
mot reached by any other 
paper ofitskind. ... 


Advertisers know its value. 
Published every Thursday. 
Write for rates. 


ad 


Union Gospel News, 
d Cleveland, Ohio. 


Address 


rm 
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- GODEYS 


‘MAGAZINE. 


January number is on sale at every 
first-class news-stand in the United 
States and Canada. Do not miss this 
issue. It isa special Holiday Num- 
ber of great beauty. 





The prospectus for 1897 shows a per- 
fect feast of good things for the com- 
ing year. 





the Gheaper ieagasines, and is always 
ec ways 
clean, pure and worthy to be taken into 
the farnily circle.”—Commercial, Buffalo. 





Guaranteed circulation for 1896, 
one million copies. 


Send for rate card. 


THE GODEY COMPANY, 


52 Lafayette Place, 


New York. 
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The 
‘*NEW 
MODEL” 
Web prints 15,000 four or eight - 
page papers per hour. 
Is the simplest press on the market. 
Is the most convenient, 
Is the least expensive to operate. 


The 
ssCENTURY’’ 
PONY 


runs faster than any other machine. 
Requires less make ready than any 
other machine. Has greater rigidity, 
superior register, less vibration. 

Note.—Idle assertions are not part 
of our stock in trade! 


Campbell Printing 
Press & Mfg. Co. 


6 Madison Avenue, New York 
334 Dearborn Street, Chicago 











with its limitations 


THE HOSTERMAN 


150 Nassau Street, 
NEW YORK. 


Republic- limes 


bears the same relation and wields the 
same influence in Springfield, Ohio, that . 
the Journal does in Boston, the Oregon- 
ian in Portland, the Star in Washington, 
the Press in Philadelphia, or the one best 
paper does in any city. 


a Nalad 


SPRINGFIELD, 
OHIO. 









somewhat greater, 
















PUBLISHING CO., 


177 La Salle Street, 
CHICAGO. 
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oem «30 Beh 
e «« New England’s Family Paper.’’ 
The 


Christmas 
and it knows the wants of its 


| 
Argus 


Issued December 20th, was read by . 
| a Hundred Thousand persons. . . Every one finds something 
of interest in its columns: 


It was the handsomest paper ever 





THE PORTLAND 
TRANSCRIPT 


The Transcript has been the fa- 
vorite home weekly of Eastern 
New England for sixty years, 
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published in Albany. . ... .- Good Literature. Bright Stories. 
i es. 

pig me oy has no contemporaries —— ._ ea ‘oetical 

vt Sean -) tee a 2 News. General News. Unbiased 

It is bigger and better than any Editorials. Household Hints. 

car published within a hundred . pemons Gentes Points. Young 

iles of the Capital City. . . . . olk’s Page. 2 +--+ ++ 


This is one way of saying 


THE SEMI-WEEKLY that the Transcript is read. 





A The paper that is most read is 
RGUS the best for advertisers. 
reaches the farmer. It sells for a Average circulation for 1895, 


Dollar a year. Send for sample 
copies and rates. 


— 
¢ THE ARGUS CO., Albany, N.Y. 2 peas Co., Portland, Me. 
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¢ 
¢ 














Note these figures! 


10,227 

10,227 » Sunday. 
9,589 10,227 
9,589 } Daily. 


9 989 Sworn average circulation for 
past six monthsof...... 


The Anaconda } 
Monte) SA f d. a rd 


Subscription—$10 per year. ‘ 
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$ For advertising rates apply to g 

( E. KATZ, ADVERTISING AGENT, ‘ 
2 230 to 234 Temple Court. NEw York CIty. ; 
ans zs 
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coon AD 

coon MEDIUM 

You furnish the Good Ad. COMMAND RESULTS. 
We will supply the Good Medium. 


THE HOUSEKEEPER. 


The Oldest ‘‘ Domestic’’ Magazine. 
TWENTY PAGES - - MI-MONTHLY. 


MORE THAN 100,000 WOMEN TAKE IT. 
They believe in it; love it; are guided by it. 


Circulation Z Rates o Correspondence 
Guaranteed Reasonable Solicited 











The Housekeeper Corporation, Minneapolis, Minn. 


CHICAGO: NEW YORK: BOSTON : 
Boyce BUILDING. 401-2-3 TEMPLE CouRT. 55 EQUITABLE BUILDING, 
W. J. KENNEDY Cc. EB. ELLIS, E. R. GRAVES 
IN CHARGE, Tanager. IN CHARGE, 








Any Old 
Lemon Huckster 


Could go through the streets of Brooklyn and shout 
your business until his voice became as rough as a 
rasp, but ’twouldn’t do you any good, because people 
wouldn’t believe him. But if you preach your busi- 
ness in a genteel way through the columns of 










Standard Union 


You'll get results, because the refined element of 
Brooklyn read it and have faith in it. 
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lOWA__ x 


Consumers can better be reached by 
an advertisement in the 


DES MOINES 
Daily Reet 


eyes you believe in your 
heart.” 


News ‘T HE leading merchants 


than by the use of any other Iowa of Grand Rapids and 
Newspaper. the leading foreign ad- 


REASON = }i,bas double the circu- vertisers use a steady 
g it! 
ation of any competitor. supply of 


PROOF : yee gg table. Read | 


AVERAGE CIRCULATION OF THE I he 


DAILY NEWS FOR SIX MONTHS, 15472 
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, 
Date. |June| Juty| Ave. |Sepr.| Oct. | Nov. Democrat S 
1 14750| 15400) 15270| 15615] 16100] # 
2 14980| 15150] * 15005] 15260] 15750 
$ | ieeol 212) iboe0] asa05] * | sa300 1M} advertisi ‘ 
| Hm og] Huo] Som] Heo te | eee the kind 
7 . 15200! 16345| 15650] 15040 a4 It 1S the kind of in- 
$ | is2ro] 18950] * | 16190] 1Bt20| 15710 tment that i duct 
| He) | a I a Ten od retiens 
12 15000] * | 16080| 16180] 15190] 18620 ive of good returns. 
1g | 31%) TBawo! isae0! 15200] 18160] 16100 They believe in th 
i | umn ie | ee 2 , 
151 
17 15800] 15186] 15140] 16690] 16420] 15700 result-pulling powers of 
18 16500| 15350] 15105| 15050/ * | 15670 : 
19 15200] * | 15165) 15120] 15550| 15440 this paper. 
| 2°10! T3ts5| 15100] 16190] 15890] 16340 It i : 
2 ita ats 150] 600] 6750 * t is the leading family 
24 15250] 15270] 15150| 15040] 17250| 16450 ({ Newspaper in Michigan 
FA 15875] * | 15400| 18100] 15530] 15100 ide D i 
27 1 15965) 15085) * 15450) 15250 (outsi e etroit). 
2B * 15340] 15080 15050 15650| 18450 
29 15600] 15565| 15005| 15120] 15620| * 
30 15425] 15925] * 15180] 15850] 15250 
31 vee} 15945] 15020)... 16550]... — 
Total for ipewt 
month, |397495/39 395668 398 170}421240 | 403200 
Average, | 15288| 15904| 15218] 15315] 15601! 16128 Y 
I, P. B. Durley, Treasurer of the Des Ls OF 
Moines News Company, on oath state that = Yi 
the above statement is true and correct. LA COSTE 
I further depose and say that the number m1. 41k 


of papers spoiled in printing, left over, and 
returned unsold, averaged less than 300 per 
day, all others being used in the regular 
bona fide circulation of the paper. 

P. B. DURLEY. 


Subscribed and sworn to before me 
this fifth day of December, 1896. 


F. S. DUNSHEE, 
Notary Public in and for Polk County, Iowa. 


KROGNESS 
c 3 
4476 pS 

















Do you want 


to reach the householders of 


The National Capital ? 


If so, use the advertising columns of 


The Washington 
Evening Star 


ut 


The Star is the one favorite family 
newspaper of that place. It is 
delivered regularly, by carriers, to 


96% 


per cent of all the houses in the city 
occupied by white persons; and, 
considering the extent and superior 
quality of its circulation, its adver- 
tising rates are as low as those of 
any paper in the United States. 


ye 


New York Representative, 
L. R. HAMERSLY, 
49 Potter Building. 
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** Princess of the Plains.’’ 


Wichita Eagle 


PRINTS 


10,000 to 12,000 


COPIES DAILY. 


It never resorted to any schemes to boom its circu- 
lation, to be followed by a collapse. Its subscription 
list is made up of CASH SUBSCRIBERS. 

It don’t have any D. H.’s on its list. It has no 
local advertising solicitors. It is a live, up-to-date, 
progressive and aggressive daily. Is growing greater 
each successive year in the hearts of its constituency. 
It adds new names to its list each mail. It has a field 
of its own, and is ‘‘ Monarch of all it surveys.” 

It is published in the only actual wholesale city in 
the State. 

These are some of its achievements, accomplish- 
ments and virtues. 

Intelligent advertisers know what value to place 
on a publication of this kind. 
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The Golden Harvest 





a a 


Reach over 100,000 


American Homes, by Advertising in 


THE NATIONAL TRIBUNE, 


Br h Offi '? 66 World Bidg., 
noch eaten, 6 wert m—__ WASHINGTON, D, C. 


BYRON ANDREWS MAnacer, 
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To the Local Reporter, or the Ad-Smith. 


Every week the Ripans Chemical Co., No. 10 Spruce Street, New York, sends a mantel clock (a 

pretty and serviceable ee meeee) to the person who reports the most interesting case of some one 

who been benefited by the use of aes Tabules. True records of cures or relief resulti 
ules mak ~U {At in the same way 


me m the remed ben 
themselves. Thead-smith who Spctapenies the story he sends wihas acceptable drawing suitable 
for re) luction gets E in cash for drawing or $1 for an outline suggestion for a drawing, all 
of which, if not used will be returned if requested. ee ee Saas the 
testimonial should always be given, not for publication but to make possible a ve: ion of the 
facts as stated. Below is given acase that well illustrates what is wanted. 

Ripans Tabules are classei as a high-grade and high-priced article, and are not al to be 
found at small and inconspicuous drug stores, but may alw: be had at the best stores in the town or 
city, those nearest the center of the best, wg ee or on the lines of travel tay Gy also always 
be by mail by remitting the price to Ripans Chemical York. 














A lady 43 years of age, residing at Perrvsville, Ohio, 
says: ‘*‘ Any one who saw me about six months ago never 
thought | would be alive to-day. | looked like a ghost, and 
I couldn’t eat or sleep on account of having malaria so bad. 
I had chronic indigestion. was dizzy about ail the time. 
Medicine did not help me any. [| spent so much on doctors 
I was clear discouraged. A neighbor told me about 


Ripans Tabules 


so | bought a package at the drug store. I- got better from 
the first dose. Now / am able to do all my housework mvself. 
I tell everybody to use Ripans Tabules and:save doctor bills.’” 
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Year 
After Year. 


If you examine the files of the Chicago 
Newspaper Union Lists you will find 
that the same advertisers have remained 
with them year after year. . 


Hard-headed business men do not pat- 
ronize mediums out of sentiment. Un- 
less a medium brings returns, it is 
dropped as quickly as a hot coal. 





2) 





The fact that they remain is evidence 
that it pays. And no wonder! 1,500 
papers, each the oracle of its own town, 
often of the entire county. All in the 
Central Western States. 


OIG 


CIS BPS 


One order, one electro does the business. 


@ 
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Address for catalogue and particulars ... 


CHICAGO NEWSPAPER UNION 


93 S. JEFFERSON ST., a No. 10 SPRUCE STREET, 
CHICAGO, NEW YORK. 
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in 
tions to the Editor of PRinTERS’ INK. 


Frank T. Allen, a Brooklyn me- 


chanic, writes me as follows: ‘‘ Ten 
months ago, after nearly a year of 
fruitless search for employment, on 
the verge of desperation, I determined 
that as I had always been a fairly 
good all-around mechanic, I would 
start a shop. I borrowed tools and 
the cash for rent and initial expenses, 
and started business in a locality where 
there were already, within a few blocks, 
nearly a dozen so-called repair shops. 
Not one of these competitors, so far 
as I can learn, was ever known to ad- 
vertise, though two have been running 
twelve and fifteen years, respectively. 

‘*I have distributed over 80,000 
circulars and cards, and, up to date, I 
have had nearly 1,600 book orders, 
and probably twice that number of 
small shop-jobs. My present business 
is nearly double that of my largest 
and longest established competitor, 
and the best mechanic among my 
former, competitors is now working 
for me. I think I am fast learning 
how to advertise a repair shop, and 
intend to keep it up until I have con- 
vincéd the residents of this locality 
that Allen’s is ‘The place where they 
repair everything,” an advertising 
phrase that I adopted because so many 
of my customers applied it to my 
shop.” 

A better illustration of what adver- 
tising, rightly done, will do, would be 
hard to find. Here was a man with- 
out capital—a mechanic—o:it of work, 
and desperate for lack of work. Evi- 
dently he wasa good mechanic. That 
was the first requisite. Then he had 
the sand to advertise and the judgment 
to pick out the salient points in his 
business. The result was success and 
in less than ten months There are 
hundreds of mechanics who could fol- 
low this example with benefit, provid 
ing that they had the same good judg- 
ment as to what constitutes good ad- 
vertising. Mr. Allen’s shrewdness is 
exemplified in the fact that he prompt- 
ly picked out the phrase, ‘‘ The place 
where they repair everything,” as a 
catch-line for his advertising. The 
fact that he did this shows that he isa 


ADVERTISING FOR RETAILERS. 


vertisers every where are invited to send matter for criticism ; to propound problems and 

‘er suggestions for the promotion of better advertising. Send newspaper a y cireulars, 
Beckie, novelties, es. Tell your advertisin troubles-—pe: y INK (Tne 
Little Art of Advertising) can lighten them. Address all communica- 


















natural-born advertiser. The man 
who spends millions in advertising 
could not have displayed more shrewd- 
ness or good judgment. Here are 
copies of some of the little dodgers 
that Mr. Allen distributes : 





“The Place Where They 
Repair Everything.” - 


ALLEN’S REPAIR SHOP, 
rgor FULTON STREET, 
Bet. Marcy and Tompkins Aves. 
OPEN EVENINGS. CALL OR SEND POSTAL. 
WORK CALLED FOR AND DELIVERED. 
We aim to so conduct our business that 
cause for complaint shall not arise, but if 


sometimes it does we ask no greater privi- 
lege than an opportunity to rectify it. 


Knives and scissors sharpened a specialty. 


DON’T HAVE THE BLUES 


because your Doors, Windows, Locks, etc., 
won't work right, or your Furniture, Kitchen 
Utensils and other household articles are 
out of order. 

ALLEN’s Repair SHopP was organized for 
the express purpose of alleviating just such 
troubles. 

e have a competent corps of mechanics 
ready to do all sorts of repairing and odd 
jobs in first-class manner at moderate prices. 


ALLEN’S REPAIR SHOP, 


“The place where they repair everything.”’ 
1401 FULTON STREET, 
Bet. Marcy and Tompkins Aves. 





OPEN EVENINGS. CALL OR SEND POSTAL. 
_ Knives and scissors sharpened a specialty, 





The longer I look at and study these 
ads the better they appear to me. Mr. 
Allen doesn’t need an advertising ex- 
pert to write his advertisentents. 
There is no nonsense or ‘‘high-falutin’ 
literary touches, or anything else but 
straight, trade-winning talk in every 
one of his circulars. The man who 
spends millions and pays five hundred 
dollars a page for magazine space 
doesn’t have better ads—and many of 
them not as good. 


* & 
* 


Woolf's Clothing Co., of Chicago, 
offer a list of cash prizes to Chicago 
children for the best stories on a news- 
boy’s or a newsgirl’s Thanksgiving. 
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The prizes all told amount to $100. 
Woovlf’s Clothing Co. supplies school 
teachers with identification cards, to 
be handed to their pupils, and each 
story sent in must be accompanied by 
one of these cards. I have seen a 
great many schemes of this kind tried. 
I have seen them tried by clothing 
houses, shoe houses and dry goods 
stores, and even newspapers. Un- 
questionably they make a good deal of 
talk, and talk is advertising. Never- 
theless, I believe that plain, straight 
business talk about the goods you have 
got to sell, and the prices at which you 
are willing to sell them, in the adver- 
tising space of good newspapers will 
sell more goods than fifty schemes of 
this description. After a firm has 
spent all the money it can profitably 
spend in legitimate advertising it may 
pay to take up scheme advertising. I 
don’t believe it pays to take up scheme 
advertising so long as you can profit- 
ably extend the field of your legitimate 
advertising. 
*,* 

Kiam’s Clothing House, of Hous- 
ton, runs a striking illustrated ad in 
the Hcuston /’ost. The ad is thirteen 
inches deep across tour columns. At 
* one side of the ad is a pictorial repro- 
duction of the statue of Apollo. At 
the other side -is the same face and 
figure clothed in a modern suit of 
clothes. Under the original Apollo is 
the display line, ‘‘ Hands »me Apollo.” 
Under the modern statue is the line, 
‘* Handsomer Still." The two figures 
make a first-class eye-catcher. They 
are followed by a straight-from-the- 
shoulder talk about Kiam’s $15 suits. 
I call it a right good ad. 


* 
x 


I don’t go much on calendars. I 
never did. Calendar advertising is 
the kind I would resort to after I had 
exhausted every other possible method 
of advertising. It’s the last kind of 
advertising for which I would make 
an appropriation. Nevertheless, I sup- 
pose that sometimes it brings returns. 
I know that lots of successful adver- 
tisers do spend money for calendars, 
and spend lots of it. That’s shown by 
the elaborate and expensive calendars 
that reach every business man about 
this time of the year. If a man is 
disposed to advertise via the calendar 
route, the little circular sent out by 
Messrs. H. C. Marsh & Son, general 
printers, of Chicago, might possibly 


PRINTERS’ 


INK. 


catch his order. The circular is enti- 
tled ‘‘A Talk on Calendars, by one 
who has been there.’’ This is what 
Messrs. Marsh & Son have to say upon 
the subject of calendar advertising : 

IDEA OF A MERCHANT PRINCE. 

A merchant prince, of Philadelphia, who 
had worked his way up from the lowest 
round of the ladder of commerce, was inter 
viewed recently by a reporter for one of the 
large dailies, and among other queries was 
asked, ‘* What was your first real success in 
business and to what did you owe it?” 

“| may say my first real success was 
through an advertisement on a calendar. 
One day in the fall of the year, while I was 
struggling for existence in a small town, I 
was waited upon by the agent of an Eastern 
house whose specialty was calendars. In a 
few minutes he convinced me that his ideas 
were good, and although my capital was ex- 
tremely limited, I decided to adopt his scheme 
and put a calendar in every house where there 
was any likelihood of my securing trade. 

™ Did I get a cheap canter? 

“No, sir! 1 withdrew $50 of my $200 bank 
account and invested that amount in 1,200 
calendars on which my name and business 
appeared to good advantage. Commencing 
in the early part of December I carefully dis- 
tributed a Bom portion of my investment and 
within a week strange faces were seen in the 
store inquiring if they might have a calendar. 
The result being that I secured the trade of 
fully 60 per cent of my visitors. 

“The calendars were of a neat and hand- 
some appearance, and my object in getting 
such was that they were certain of being 
kept the entire year, both for use and orna- 
ment. That was my first real success. The 
following year I doubled my order for calen- 
dars, and though I have long since left the 
town of my first efforts I never fail to send 
calendars to my customers each year. Where 
I formerly spent hundreds of dollars on cal- 
endars I now spend thousands. Newspaper 
advertising is all right if you have the money 
to follow it up, but where your capital is lim- 
ited it is more profitable to give the public 
an advertisement on a handsome calendar 
that will last throughout the year than to 
make a big showing in a newspaper for a sin- 
gle day. I use the calendars to attract visit- 
ors and good value and fair treatment to 
retain them as customers.”” ° 

Have you carefully tried the above methods 
for securing new business and retaining the 
old? Now is the season when the choicest 
designs can be secured at a great reduction. 
We have in stock some of the latest and pret- 
tiest styles ever shown, on which we allow a 
discount of 5 per cent on all orders received 
during the month of November, the goods 
bein delivered subject to your order. 

Please state about the quantity and whether 
fine, medinm or cheap calendars are wanted, 
and upon receipt of 25 cents we will mail you 
a set of samples, such amount being returned 
upon the receipt of an order or the return of 
the samples in good condition. 

H. C. MARSH & SON, 
General Printers, 
50-52 Custom House Place. CHICAGO. 

The last page of the circular quotes 
prices. 

If Messrs. Marsh & Sons had come 
out flat-footed. and named the mer- 
chant prince of Philadelphia who 
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For a Clothing Store. 
It Is An 
Exploded Theory 


that a man is not properly clothed 
whose suit is not made to measure, and you 
would be surprised if you knew the number 
of acknowledged oooh dressers in the audi- 
ence who were fitted out by us in the stylish, 
good-fitting clothes they wear. 

Our store is the acknowledged head- 
quarters for correct and stylish neck dress- 
ings. 


makes such a strong talk in favor of 
calendar advertising, their — circular 
would have made a much stronger im- 
pression. As it is, I feel about it as I 
do when I receive an anonymous let- 
ter. I feel sorfie way as if Messrs. 
Marsh & Son were not exactly candid. 
I feel disposed to doubt the thorough 
genuineness of their alleged interview. 
I cannot help but feel that way, when I 
put myself in the place of a business 
man who is asked to spend money for 
calendar advertising upon the strength 
of an anonymous interview. If the 
circular had given the name of the 
alleged merchant prince, I suppose 
this attitude of doubt on my part 
might have vanished. It may be that 
I notice the anonymous feature of the 
circular because of my previous atti- 
tude in reference to calendar adver- 
tising. It may be that the average 
business man, who does not entertain 
the same prejudices upon the subject, | 


will read the circular and never notice | Opera Glasses. 


its anonymity. 
What constitutes a fine opera ghee surely 
one cannot tell who knows nothing about 
READY-MADE ADS. that most intricate study in physics called 
caipangiseiin the polarization of light. One hears a fre- 
{I do not write these ready-made ads. They are | quent remark about opera glasses in effect 
ee ee Oe went f at while the objects pointed seem to en- 
“ y ‘* ‘ - ; 

——* of beiaht ads are colielies. The name | large, their outiine and contour remain 

and address of the writer will be printed, if he | Obscure. 
wishes it to be.—Ep. P. I.] | It is jes there comes the absolute proof 

—— | that such opera glasses are imperfect. 

For a Geneval Stove. | Those who do not understand about the 
| scientific features of opera glasses should give 


° their Christmas orders to reliable experts. 

The Busiest Corner | We know what the best opera glass should 
°. 

on the Busiest Street. |_ We guarantee all our opera glasses perfect 
|in all these particular services: Their great 
That shopping can be made both pleas- | reading power, the accuracy of their ground 
urable and profitable is daily evidenced in| lenses, their positive and clear perfect re- 
our store; what you want we have, what we | fractive power, through long distances, their 
have is yours at the smallest profit; that’s | wide field of vision, and, lastly, their resting 
what makes ours the busiest corner on the | €fect upon a long, fixed, searching use of 


. aie 
busiest street. one’s eyes. 
| Our opera glasses are made up as follows: 


| Mother of pearl, Oriental finish, natural 
| shell, tinted gray, aluminum “light as air,” 
| sterling silver, etched oxidized silver, gold 
| relief, black seal. 

Open Eventncs Untit Curistmas. 





For a Clothing Store. 


13 Is Unlucky. 


13is unlucky. Get out4 ’Tisn’t 
either. If "twas, we wouldn’t sell 
Blank’s fine fitting suits for $13.00. 
It’s a lucky thing , Bos you that such 
well-made, trimmed, and suits that 
fit like tailor-made, sell for so little 
money. 





for a Fewelry Store. 


* 
* 











For a Furniture Store. 


NOISE 


is not business. We do not de- 
sire to annoy you but merely to 

call your attention to what it is | 
to your interest to know, that 
better furniture cannot be found 
in the city than at 





For a Grocery. 


Why Is It 
that every day our store 


. is filled with buyers from every part of the 
For a General Store. | city, regardless of distance? There must 


2 be some reason. People—especially ladies- 
Not how high, 


don’t go out of their way to buy unless there 
but how low can 








is a reason. 

we make the price, is the question we ask IT 18S BECAUSE 
ourselves when marking our goods for sale. 

That’s what makes ours an ever-expanding 
business, it’s a potent advertiser ; it tells the 
story through the purse in thousands of 
honies, only to be retold in countless others 
by appreciative money savers. 


we have established a 
reputation for absolutely fresh goods, es- 
pecially in the line of fruits and table deli- 
cacies, and our customers are sure of a 
superior article—and then the prices are 
right. 
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nie AMERICAN NEWSPAPER DIRECTORY 1 


IS97 


Will be published upon the following platform: 


1, The American Newspaper Directory is a book for Advertisers. 

2. The most important information conveyed by the American Newspaper Directory is 
that concerning the circulation of newspapers. 

3. To convey information about circulation in such a way that its correctness cannot be 
——, it is necessary to decide in advance the basis upon which the facts are to 
stan 

4. That the comparative value of one paper taken with another may be readily arrived 

at, aoe concerning the circulation of each should be given for a corresponding 

peri 

For the American Newspaper Directory for 1897, it is decided that the period for 

which the circulation of a paper may be given to the best interest of an advertiser 

will be the entire year preceding, viz., the year 1896. 

6. What an advertiser is most interester. in knowing after all is what the circulation of 
the paper will be in 1897 or 1898, because his contract will run wholly in these years, 
and not in 1896. 

7. The advertiser who obtains information from the Directory concerning the circulation 
ot a paper in 1896, will believe a canvasser’s statement of what it will be in 1897 or 
1898 if the claim seems reasonable in connection with the facts as shown for 1896. 

8. A publisher's st as to what his circulation is going to be is interesting to an 
advertiser, but as it can only be based upon a publisher’s belief, it cannot be told by 
the editor of the ivestary on the authority of the Directory, but may appear in the 
Directory immediately following catalogue description of the paper, as a statement 
for which the publisher of the paper the r ibility. 

9. A-statement of what the circulation of the paper is going to be is an advertisement, 
and should appear in the Directory and be paid for as such, and be so designated. 

10. The privilege of inserting such an advertisement as an integral part of the letterpress 
makes the Directory as useful for each newspaper man as would be a directory pub- 
lished by himself exclusively for his own benefit alone. 

11, On the plan here outlined there is and can be no conflict of authority between the 
statements of the publishers of the Directory and the publisher of the paper. 

12. Papers not issuing regularly so many as a thousand copies are not specially to be 
considered, as they are below the unit of value. 

13. If there is a fact or quality that tends to give a paper a value, a fact or quality that 
is considered worth mentioning to an advertiser when talking or ir ay him, it 
will pay to set it forth in a 60-word (r1o-line) penegee Sa the American Newspaper 
Directory for 1897. The cost ($10) is but a small fraction of a cent for each copy of 
the Directory, and the privilege of having such a statement inserted in the: letter- 
7 on the publisher’s own authority makes the book as helpful te him as it could 

if he issued it. 


Statements of circulation covering the year 1896 
should be sent to the editor of the American News- 
paper Directory not later than January 16th to be 
CERTAIN to have attention, but statements re- 
ceived even as late as the first of April (covering the 
year 1896 only) will be LIKELY to have attention. 


Address all communications to 
GEO. P. ROWELL & CO., 


Publishers of Tot American Newspaper Directory, 
No. zo Spruce Street, New York. 
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“at have a stronger hold 
upon its advertisers now 
than ever before. It gets 
its rates every time, is less 
yielding in the matter of 
special positions than any 
other New York daily; 
but, nevertheless, it holds 
its advertising better than 
most, and as well as any. 


He HH HH 


Extract from “How Many Copies,” 
by George P. Rowell, Printers’ Ink. 
The national authority on advertising. 
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The 


™ Kansas Cit 
~ ..World.. 


Tells the truth every day the year around. 


For the week ending December 5th, 1896, the PAID circulation 
of the KANSAS CITY WORLD was as follows: 


Sunday, Nov. 29, - - - 31,800 
Monday, Nov. 30, _ - . - 29,300 
Tuesday, Dec. 1,- - - 29,150 
Wednesday, Dec. 2, . - 29,150 
Thursday, Dec. 3, - . - 28,650 
Friday, Dec. 4, - - - - 28,825 
Saturday, Dec. 5, - - - 29,100 

Total, - - - 205,975 


Daily average for 7 days, 29,425 





We, the undersigned, hereby certify under oath that the above 
statement of the WoRLD’s circulation on the days named is true 
and correct, and that said papers were printed and delivered to the 
carriers, newsdealers, subscribers and newsboys on their order. All 
copies spoiled in printing or left over in press-room are not counted 
in above statement. 

L. V. ASHBAUGH, Business Manager. 
EARL SAUNDERS, Pressman. 


Sworn to and subscribed before me this 7th day of December, 1896. 
[SEAL.]} EVORIL BROOKSHIRE, Notary Public. 


My commission expires May 8th, 1898. 


$7,000 to any one disproving this statement. Cash books open for 
inspection and all other facilities given honest investigators. 


A. FRANK RICHARDSON, 


Tribune Building, New York, 
Chamber of Commerce, Chicago, 


Red Lion Court, Fleet Street, London. 
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St. Louis Star 


Is the favorite paper 
CSG sind eae * 


Best People— : 


It has the 1 
Largest Circulation 


In the city 6f St. Louis of any news- 


paper published here. 
9 /f you want to see how it sells, 
x 
¢ 





watch the boys who sell it, note 
the people who buy it. 

wae /f you want to know how it 
pulls, write to the advertisers 
who use it. 


cor Gees, «4 + eee ca 


Write to EIKER, You know him, 


148 Tribune Building, New York. $ 


HOR IOK IORI, 


J 
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A Malicious 
Lie! 


PHILADELPHIA, Dec. 7, 1896. 


Printers Ink Jonson, No. 8 Spruce St., New York : 

DEAR SiIR—We are informed that you are no longer in the printing ink 
business, and therefore write to find out the truth of this statement. We are 
not at present in want of ink, but shall be very shortly. 

We would like very much to know, when we are again in want of ink, if 
you can furnish the same quality and at the same price as heretofore ? 

Yours truly, 


The above letter is only one of the many I receive 
informing me of the rumors circulated by some of my 
competitors. 

They say: My inks are no good! 

They say: My inks tear rollers and break presses ! 

They say: My inks are made from poor materials ! 

They say> The first lot will be all right, and the second 


worthless ! 
They say: I don’t refund the money when the goods are 


not satisfactory ! 
They say: [ am about to go out of business, and other ma- 


licious statements, too numerous to mention. 


Since I started in the ink business I have filled 
over twenty-five thousand (25,000) orders, every one 
accompanied by the cash, and I defy any one to 
prove one instance where | have not kept my agree- 
ment. I trust no one, as 1 keep no books. I have 
no agents, nor do I ever intend to have any. If the 
cash don’t accompany the order | hold on to the 
ink. These are some of the reasons why I can sell 
from fifty to eighty per cent cheaper than my com- 
petitors, and still make a profit. 

Send for my price list, and compare same with 
your bills. If you are paying more you are wasting 
your money. Addréss 


PRINTERS INK JONSON, 
8 Spruce St., New York. 
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= The Christmas Truth 

= is now on sale. #* 

= 10 cents is the price, but the 
= paper contains twice as much, 

— three times as well done, as the 

= holiday 25-centers. | 
= ot st 

=z The 8 pages from some of Amer- 

= ica’s and England’s best adver- Ez 

=> tisers are practical testimony to 

= “ TRUTH’S” increasing useful- 

= ness. 

= ee 

= Any advertiser can have a sample 


= copy of this beautiful paper sent 
= to his address for the asking. 


— HH 


= TRUTH 


=> 203 Broadway, w New York City. 
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CSUIES... 


PRINTERS’ INK, a weekly journal, teaches the object lesson of 
result-bringing advertising methods. It is the representative 
journal of America’s advertisers, and its unsurpassed qualities of 
excellence won it the proud position as the standard publication 
in this or any other country. Vaiuable essays of practical adver- 
tisers and specialists of business publicity are the leading features 
of its 64 to 96 weekly pages. 

A masterly conducted department for retailers gives individual 
advice to subscribers, reproduces in every issue well-written ads 
which lend a helping hand to write your own. 

PRINTERS’ INK discusses advertising topics in an intelligent, 
impartial, instructive manner. ‘The results of advertising depend 
on knowing 
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DODDS HOW TO DO ITS 03> 


No other paper brings out the ways and methods plainer or 
stronger. 

If you want better and more results from your money invested 
in advertising, subscribe for and read PRINTERS’ INK. 

The subscription price is $5 a year. Sample copies 10 cents. 

The paper may be had from now until the end of this century 


for $10 paid in advance, 
PRINTERS’ INK, 
10 SPRUCE ST., 
NEW YORK. 
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RECEIVEDe New Yor}. 7:20 Pw. 1900, 189 FOR 
Dated 


Indiana Mineral Springs, 10/2/*90. 
Te Geo. Kissam & Co., #253 Broadway, CASCARE | S 


Propesition accepted covering insertion BO-TO-BAC and CASCAR 
BYS cards one year five thousand cars. 


Ss eteiet NO-TO-BAC 


a. L. Kremer, Geur'l gr. 





Our system of ..... 


STREET CAR ADVERTISING 


is the kind of publicity that pays the big and little 
advertisers, % % % 


Write us a line and let us start a few cars for you. 


GEO. KISSAM & CO. 
253 Broadway, ost New York. 
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DISPLAY 
RESULTS, 
ON Brookins 
BEST ROAD 


| THE ony REAL'L’ Roap 


ADVERTISING IN AMERICA. 


(Arps AND Posters LarcGeE 
ENOUGH TO BE UNAVOIDABLE. 
ADDRESS FOR RATES: 


Grea Kissam & Ca 


253 Broadway, MY. 
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hole Country 


ONE MILLION FIVE HUNDRED 





THOUSAND CIRCULATION <x 


Advertisers desiring to reach every section of the United States, without 
investing a very large amount of money, will find the following a good list of 


papers : 





Montgomery 
Phoenix 
Little Rock 
San Francisco 
Denver 
Hartford 
Wilmington 
Washington 
Jacksonville 
Atlanta 
Boise City 
Chicago 
Indianapolis 
Des Moines 
Topeka 
Louisville 
New Orleans 
Lewiston 
ae er 96 F 

ringfie 

Detroit 
St. Paul 

ackson 

t. Louis 
Helena 
Omaha 
Reno 
Concord 
Newark 
New York 
Raleigh 
Fargo 
Cincinnati 
Guthrie 
Portland 
Philadelphia 
Providence 
Charleston 
Huron 
Memphis 
Galveston 
Salt Lake City 
Burlington 
Richmond 
Seattle 
Wheeling 
Milwaukee 
Cheyenne 





Advertiser 
Herald 
Gazette 
Examiner 
Times 


Times 
Gazette and State Journal 
‘ost 


Times-Union 
Constitution 
Statesman 
Inter-Ocean 
Sentinel 
Register 
Capital 
Courier-Journal 
Times-Democrat 
Journal 
American 


New England Homestead 


Free Press 

Clanion-Ledger 
arion- 

Republic 

Herald 

Bee 


Gazette 
Statesman 
Sunday Call 
World 
Caucasian 
Forum 
Enquirer 
State Capital 
Oregonian 
Press 
my 

ews and Courier 
Huronite 
Commercial Appeal 
News 
Tribune 
Free Press 
Dispatch 
Post Intelligencer 
Register 
Wisconsin 
Sun-Leader 


Weekly 
Weekly 
Weekly 
Weekly 
Weekly 
Weekly 
Weekly 
Weekly 


Weekly 
Weekly 
Weekly 
Weekly 
Weekly 
Weekly 
Weekly 
Weekly 
Weekly 
Weekly 
Weekly 
Semi-Weekly 
Weekly 
Weekly 
Weekly 
Weekly 
Weekly 
Weekly 





One Inch, one time, in above 48 papers, costs $141.93. 


A DEFINITE OFFER—For $140, net cash, we will insert a one-inch adver- 
tisement once in all of the above 48 papers, and give one insertion, without 
further charge, of the same advertisement in 175 country weeklies. 
If the advertisement is already appearing in any of the above named pub- 
lications we will substitute others of similar circulation and value. 


THE GEO. P. ROWELL ADVERTISING CO., 





To Spruce Street, New York. 








